CHICAGO 


PUBLISHED 
WEEKLY at 100 
E. OHIO ST. 


DEL. 1337 
panera neers 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


Entered as second-class matter Jan. 9, 1932 at the postoffice at Chicago, Ill., under the act of March 3, 1879. 


NEW YORK 


330 WEST 
FORTY- 
SECOND ST. 
BR. 9-6432 


Vol. 6, No. 52 


DECEMBER 30, 1935 


5 Cents a Copy, $1 a Year 


Rough Proofs 


The late Tom Marshall said that 
what the country needed was a good 
five-cent cigar, but Mr. Phillips of 
Maryland decided that he meant 
soup. 

* F § 


The success of Major Bowes with 
his amateur hour shows that the 
good major is anything but an am- 
ateur. 

?’ Ff F 


“See your Chevrolet dealer for 
better used cars.” 
Better than what—new ones? 


a oe 


The uncompared comparative is 
the favorite weakness of the copy- 
writer who likes to be competitive in 
a perfectly nice way. 


7; Ff FY 


Alfred P. Sloan, Jr., is to get the 
Poor Richard Club’s’ medal for 
achievement in 1935. The ones who 
should present it are the stockhold- 
ers of GMC. 


7 ? F 


When Lever Bros. decided to ad- 
vertise Covo shortening, they also 
made plans for a $2,000,000 addition 
to their factory. Successful adver- 
tisers can afford to be optimistic. 


7 Ve? 


There’s music in the air, in spite 
of the eurrent efforts of Ascap to in- 
troduce a few discords. 


vgv¥eegy 


Artists are supposed to be rotten 
business men, but fellows like Gene 
Buck and Irving Berlin can give the 
average business man a _ postgrad- 
uate course in how to make the cus- 
tomers give and give and give. 


7. FF 


When a man bites a dog it’s news, 
and when advertising agencies are 
to be the objects of a business sur- 
vey, it’s something to make you stut- 
ter a bit, too. 

F v 


There’s a lot being said about pros- 
pective packaging awards, but the 
most impressive claimants won't reg- 
ister their achievements until late 
on the night of December 31. 


7, FF F 


The popularity of Santa Claus 
seems to have been well maintained, 
in spite of the indication that the old 
rascal didn’t intend to give Shirley 
Temple that midget automobile that 
runs. 


7, FF *¥ 


Mickey Cochrane is pictured ad- 
miring that new non-skid bathtub of 
the Briggs company. It won’t inter- 
fere with his making good when the 
crowd yells, “Slide, Mickey, slide!” 


*, VF 


Good resolution for advertisers in 
1936: We will not print any claims 
about our product that we don’t be- 
lieve ourselves. 


> 2 F 


You ought to do something big in 
1936—you’ve got twenty-four hours 
more to do it in. 

Copy Cus. 


PREACHED SERVICE 


Arthur F. Sheldon, noted salesman- 
ship teacher, who died Dec. 21 in 
Texas. 

(Story on Page 16.) 


Cay Counsels 
Women on Use 


Of Perfumery 


New York, Dec. 26.—Impressed 
by evidence indicating that women 
are confused by the problem of 
choosing a perfume that suits their 
personality, Coty, inc., is launching 
a new magazine campaign designed 
to teach consumers how to buy and 
use its product. The company hopes 
to tap a new stratum in this way. 

The first of the new copy appears 
in the January Pictorial Review, fol- 
lowed in February by the second 
advertisement in Cosmopolitan. The 
schedule for the remainder of the 
first half of 1936 has not been com- 
pleted, but the educational theme 
will dominate. 


Women Intimidated 


Coty executives have come to the 
conclusion that the problem con- 
fronting perfumes is akin to that 
of wines. In the case of the latter 
it is definitely agreed that a wide 
potential market exists, but con- 
sumption continues to lag because 
some housewives have not learned 
how and what to serve. 

So much has béen said about se- 
lection of the right perfume and 
adaptation of perfume to the wear- 
er’s personality that some women 
have refrained altogether from util- 
izing the fragrances. Fear of the 
so-called cheap perfumes also fig- 
ures. A Cleveland survey clearly 
demonstrated this. Only one-third of 
the women interviewed used per- 
fume, and this third included those 
who patronized dime stores, as well 
as others who bought at retail es- 
tablishments selling at higher price 
levels. 

The campaign will consist of a 
series of beauty articles, entirely 
editorial in style. It contrasts 
sharply with past Coty copy, which 
has featured the bottle and a roman- 
tic background such as a moonlit 
beach enveloped in the captivating 
fragrance of packaged scents from 
many blossoms. 

One line from some of the new 
copy prepared by Hommann, Tarcher 
& Sheldon, Inc., shows how Coty is 
attacking the problem: 

“Said a witty visitor from abroad: 
‘In an International Charm Olymp- 
ics, the American girl would lose 
in just one event ... the use of 
perfumes.’ ” 

The copy then goes on to show how 

(Continued on Page 19, Col. 1) 


READY T0 PUSH 
EXPLORATION OF 
WINDOW DISPLAY 


Lithographers Name Commit- 
tee to Cooperate 


New York, Dec. 26.—With coopera- 
tion of Lithographers National Asso- 
ciation assured, the Association of 
National Advertisers is ready to 
launch its window display research 
through its Advertising Research 
Foundation. 

R. W. Thomas, vice-president of 
Forbes Lithograph Mfg. Company, 
Boston, has been chosen chairman of 
the lithographers’ committee on ad- 
vertising display research. Others 
on the committee are Walter W. 
Reid, sales manager, U. S. Printing 
and Lithographing Co., New York; 
Arthur A. Goes, president Goes Lith- 
ographing Company, Chicago; W. J. 
Sweeney, president, Sweeney Litho- 
graphing Company, Belleville, N. J., 
and L. J. Engel, executive vice-presi- 
dent, Einson-Freeman Company, 
Long Island City, N. Y. 


McClintock to Direct Survey 


The survey of the window display 
field will be conducted under direc- 
tion of Dr. Miller McClintock, head 
of the Bureau for Street Traffic Re- 
search at Harvard University. As in 
the case of the survey on outdoor ad- 
vertising, the new study will isolate 
the factors upon which can be 
erected an evaluation table for win- 
dow displays. 

Although window display advertis- 
ing has been recognized as a power- 
ful sales lever under certain condi- 
tions, it is also generally recognized 
that advertisers are handicapped by 
lack of scientific knowledge of this 
medium. 


Few Known Facts 


The new survey, which will require 
a year or more, will produce facts 
about circulation, among other fac- 
tors which bear on productivity of 
displays, 

“Until now,’ said Mr. Thomas, 
“certain factors of the circulation 
problem have lain completely outside 
the determining facilities of any ad- 
vertiser, advertising agency or sup- 
plier. The Advertising Research 
Foundation, however, will be able to 
specialize in reduction of various im- 


LEADS RESEARCH 


R. W. Thomas, vice-president, 

Forbes Lithograph Mfg. Co., Bos- 

ton, who will play an important 

role in survey of window adver- 
tising displays. 


material components to measurable 
terms which will enable anyone, be 
he buyer or seller, to determine in 
advance the value of a given display 
window.” 


‘Jafsie’ Condon 
Advertises for 
Stage Contracts 


New York, Dec. 26.—Close on the 
heels of the Charles A. Lindberghs’ 
departure for England to escape kid- 
papers, Dr. John F. Condon, “Jaf- 
sie” of the Lindbergh tragedy, took 
space in Variety of Dec. 25 to an- 
nounce that he is “now available” for 
personal appearances in vaudeville 
and motion picture theaters. 

Dr. Condon, the retired Bronx 
school teacher who acted as inter- 
mediary in the ransom negotiations 
for the return of the Lindbergh’s 
first son, was a star witness at the 
trial of Bruno Hauptmann for the 
child’s murder. He has already 
made several stage appearances. 

“Most enigmatic, colorful, and 
widely publicized personality § in 
America,” his display advertisement 
declares. “Dr. Condon recently 
played to terrific grosses in Boston 
and Lynn, Mass.” Copy is signed by 
Lester Lockwood, City Island, N. Y., 
his manager. 


Last Minute News Flashes 


Will Ask Congress to Limit Automobile Speed 


Decatur, Ga., Dec. 27—Congressman Robert Ramspeck announced here 
that he will ask Congress to pass a bill limiting speed of automobiles to 


sixty miles an hour. 


The measure, he explained, will prohibit manufac- 


ture for shipment into interstate commerce of machines capable of greater 


speed. 
meet the problem. 


Congressman Ramspeck charged manufacturers have failed to 


Insull to Head New Broadcasting Chain 


Chicago, Dec, 27—Samuel Insull, former head of the Insull utility 
empire, which collapsed during the depression, was reported today to have 
succeeded in financing a new Middle Western broadcasting chain of about 


fifteen stations ranging in power from 100 to 500 watts. 


A meeting to 


discuss details will be held here Monday. 


Manager of World’s Fair Becomes NBC President 


New York, Dec. 27.—Maj. Lenox R. Lohr, who was general manager of 
A Century of Progress in Chicago, today was elected president of National 
Broadcasting Company. He succeeds M. H. Aylesworth, who becomes vice- 


chairman of the board. 


HOPE TO OBTAIN 
MUSIC. LICENSES 
FOR 1ST QUARTER 


Permanent Solution of Radio 
Fight Unlikely 


Washington, D. C., Dec. 27.— 
Though a permanent settlement of 
the dispute between radio and the 
American Society of Composers, Au- 
thors and Publishers seems as far off 
as ever today, efforts are being con- 
centrated on development of a tem- 
porary agreement which will enable 
radio stations to avail themselves of 
the ASCAP portfolio after Dec. 31, 
when present licenses expire. 

Meanwhile, new facets were added 
to the many-cornered fight, some of 
which may be enumerated as fol- 
lows: 

1. Ire of radio stations has shifted 
from ASCAP to Warner Brothers. 
They assert they will not only not 
make contracts with Warner Bro- 
thers, who recently withdrew from 
ASCAP, but will not permit sponsors 
to do so. Radio interests also indi- 
cated they will seek redress through 
the courts. 

2. ASCAP expressed confidence 
that no further desertions from its 
ranks are in store. 


Warner Brothers Busy 


3. Music Publishers Holding Cor- 
poration, subsidiary of Warner Bro- 
thers, mailed blank temporary li- 
cense agreements to broadcasters and 
in some cases, advertisers, setting 
the fee for three months at 40 per 
cent of the amount paid ASCAP dur- 
ing the last quarter. 

A burning question involves the 
status of more than 50 five-year con- 
tracts already signed with ASCAP, 
binding it to deliver licenses on pro- 
ductions controlled by Warner Bro- 
thers, among others. These con- 
tracts, signed before Warner with- 
drew from the ASCAP fold, would 
seems to give the broadcasters the 
last laugh, putting the situation 
strictly up to ASCAP. 

The latter, however, seems undis- 
mayed. It is reported that ASCAP 
is unwilling to make any concessions 
because of the loss of Warner Bro- 
thers music and is demanding the 5 
per cent of commercial revenue for- 
merly asked. 

James W. Baldwin, managing di- 
rector of the National Association of 
Broadcasters, left for New York last 
night to confer with officials of Na- 
tional Broadcasting Company and Co- 
lumbia Broadcasting System. Mr. 
Baldwin has been given authority to 
act for more than 200 stations in the 
license dispute. 

Meanwhile Warner Brothers pro- 
ceeded with plans to negotiate their 
own agreements with radio stations. 
It is printing a catalog listing the 36,- 
000 compostions controlled by it. The 
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ADVERTISING AGE 


December 30, 1935 


most important of its possessions, 
perhaps, is a 50 per cent ownership 
in the perennially popular music of 
Victor Herbert. Under the contract 
with the Victor Herbert Estate, War- 


ner Brothers control five famous Her- 


bert operettas. 

While the broader controversy is 
being waged, independent broadcast- 
ers are doing some sniping in an ef- 
fort to secure from ASCAP the more 
favorable terms hitherto accorded 
newspaper-owned radio stations. This 
contract requires the station to pay 
for music used in commercial pro- 
grams only. 


Apple Men Start Work 


As one of its first activities, the 
New York and New England Apple 
Institute, Poughkeepsie, N. Y., staged 
an exhibit at the Connecticut Fruit 
and Flower Show, Hartford, demon- 
strating right and wrong methods of 
displaying apples in retail fruit and 
grocery stores. 


Clark is Radio 


Morton Clark, recently in indus- 
trial designing, has joined the sales 
department of WMCA, New York. 


G. O. Stops Handbills 


General Outdoor Advertising Com- 
pany, Chicago, has discontinued its | 
handbill distributing department. 


alone. 


in volume. 


NEBRASKA 
2no in SUGAR BEETS 


$5 000,000. Annual Crop 


6 Huge Sugar Defnasies in the State 


Nebraska farmers pocket $5,000,000 to $6,000,000 a year from Sugar Beets, 
(Many other crops are much 
Six sugar beet factories manufacture 1,000,000 pounds of sugar—DAILY. 
Just another reason why Nebraska, one of the very richest farm markets 
—FIRST state in “Farm Income per capita”—can absorb your products 


N.B.C. CREATES 
NEW NETWORK 


New York, Dec. 26.—Development 
of a second coast-to-coast network by 
the National Broadcasting Company, 
to give more complete service to the 
Pacific Coast radio audience, was an- 
nounced today by Richard C. Patter- 
son, Jr., executive vice-president of 
NBC. 

Under the new set-up, NBC will 
bring to the Pacific Coast the same 
range of programs and complete fa- 
cilities which have formerly been 
available only to listeners in the 
Middle-West and East. The new net- 
work will start operations on Jan. 1, 
with broadcast of the Rose Bowl foot- 
ball classic as the feature program 
of its inauguration. 

Five radio stations on the coast 
have joined NBC to make the new 


network possible—KECA, Los An- 
geles; KGO, San Francisco; KEX, 
Portland, Ore.; KJR, Seattle, and 


| KGA, Spokane. 

| This group, all new stations on 

| NBC network, plus KFSD, San Diego, 
already a regular member, will 
|form the NBC Pacific “Blue” net- 
| work, carrying to the Pacific Coast 


larger.) 


The Omaha World-Herald—with a 20-year record of unbroken 
leadership in its territory in Circulation, Advertising Volume 
and News Features—reaches 32% more Omaha and Nebraska 


| the same programs heard over the | 


| Basic Blue network, headed by the) 
| key station, WJZ, New York. 

Under this new management, sta- 
tions KPO, San Francisco; KFI, Los 
Angeles; KGW, Portland; KOMO, 
Seattle, and KHQ, Spokane, now 
known as the NBC Pacific Coast net- 
work, become the Pacific Coast “Red” 
network, and bring to the coast the 
programs carried over the Basic Red 
network headed by station WEAF, 
New York. 


Get New Service 


“This expansion to the Pacific 
Coast,” Mr. Patterson said, “means 
that for the first time, far western 
listeners will have full, regular ac- 
cess simultaneously to two complete 
program services of NBC through its 
two great national networks. 

“Until now, program selection has 
been limited by the fact that NBC op- 
erated only one Pacific Coast network 
whereas in the East, it has operated 
two major networks. Thus Western 
listeners were unable to hear the 
many popular programs carried on 
one NBC chain while the programs 
on the other were going through to 
the coast. Under the new set-up, the 
NBC will supply the Far West with 
full program service throughout the 
day and evening over both net- 
works.” 


homes than the 2nd Omaha paper—at a lower milline rate! 

Few newspapers, anywhere, offer such complete dominance 
in their markets as the World-Herald in its rich Nebraska- 
Western Iowa market. 


The Omaha World-Herald 
MERITS A PLACE ON EVERY ‘‘A’’ SCHEDULE 


given leading newspapers in New York, Chicago, Detroit, etc. 


Omaha 


Glorld-4 


For Over 20 Years 
in Circulation 

—Advertising 
—News 


DAILY . 


SUNDAY 
Nov. 1935 amen 


erald 


rte 130.788 
- 129.334 


FIRST State 
in Farm Income 
percapita 


O'MARA & ORMSBEE, INC., National Advertising Representatives 


New York Chicago 


San Francisco 


Los Angeles 


INVITES DRAUGHT AFTER BIG SET 


Closure Service Co., Toledo, has developed bridge table coasters which have 
latest scoring rules lithographed on them. Eight colorful coasters comprise the 


sales unit. 
/they can, before somebody stops 
REED. FEAR | them.” 
The same three things have made 


INSPIRATION OF 
OFFENSIVE COPY 


Norman Rose Addresses 
Kansas City Ciub 


Kansas City, Mo., Dec. 24.—-Three 
motives—greed, selfishness, and fear 
—are at the bottom of the copy which 
is enabling advertising’s opponents 
to raise a clamor against all adver- 
tising, good and bad, Norman S. 
Rose, advertising manager of the 
Christian Science Monitor, told the 
Kansas City Advertising Club last 
week. 

If these motives can be eliminated, 
Mr. Rose declared, advertising can 
look forward to a secure future 
through renewal and strengthening 
of consumer confidence. 

These three motives he analyzed as 
follows: 

“Greed—get the results, get the 
business, get the money. No matter 
how you advertise in order to get it, 
but get it. 

“Selfishness—don’t pay any atten- 
tion to the effect that what YOU are 
doing may have on the interests of 
others, on the interests of all—just 
look out for yourself, and never mind 
about anybody else. 


Day of Reckoning 


“Fear—fear that sane, decent ad- 
vertising won’t work, and that you’ve 
got to drag your copy through the 
gutter, to make it outsmell and out- 
sell your competitor’s. Fear too that 
a day of reckoning is not far off, 
when either the advertising profes- 
sion itself, or outside forces, will 
clean up advertising practices—and 
that they’d better hurry up and do 
as much of their wretched stuff as 


Europe an armed camp, and continue 


| to threaten the peace and prosperity 


of the world, Mr. Rose told the club. 

“Civilization has for some time 
heen asking ‘What's going to be done 
about the nation that says, ‘I’m go- 
ing to get mine, and I don’t care a 
hang about anybody else?”’’” Mr. 
Rose said. 

“The League of Nations is making 
a valiant effort to supply the answer 
to that question. And we advertis- 
ing people may well ask ourselves, 
‘What’s going to be done about the 
advertiser, or the agency, or the pub- 
lisher, who says, “I’m going to get 
mine, and I don’t give a hoot about 
anything else?”’” 

Find the answer to that question, 
Mr. Rose said, and “advertising will 
begin to find its way out of its pres- 
ent problems and perils, back into 
the popular esteem that is, and must 
always be, its strongest friend, and 
principal asset.” 


Gulf to Broadcast 


Texas Centennial 


Gulf Refining Company, Pitts- 
burgh, will erect a $120,000 radio 
and public address system at the 
Texas Centennial Exposition in Dal- 
las. 

All programs from the Centennial 
will come from the Gulf facilities. 


Has Landers Account 


Franklin Bruck Advertising Cor- 
poration, New York, has been ap- 
pointed advertising counsel for 
Landers Company, manufacturer of 
popular price cosmetics retailing 
through large chain outlets. General 
magazines will be used. 


Push Northern Resorts 


The Heart O’Lakes Association 
will spend $15,000 to advertise north- 
ern Wisconsin in 1936, according to 
Joseph Mercedes, president. Or- 
ganized in 1931, the association now 
has a membership of 112 summer 
resort operators, 


COMIC 


The advertising that is 
merchandisable to the trade 


Metropolitan| 


@ Baltimore SUN- Boston GLOBE: ioe 


GLOBE-DEMOCRAT 
Cleveland PLAIN DEALER Detroit NEWS ‘New York NEWS “Chicago TRIBUNE 


Phtledelnhi. 
ape 


Over 


: | PE I 
‘ = _ ——— = | a x PO Pe . — - 
Le ‘ P. > a + 27° o 
; . 
ater ~ | oe a 
“ ee 4 . ’ 4 
nia ® . 
— eee | oe UY 
' —— ~ | ‘ ¥ > © 
mee Ld 
| > — aa 
; 5 Ae “ \ i ag 
. Py roe » s 5 
re + * ee 4 pale § 
ee) es | a : “ © rt : a bi 
re 2 ee ed . Es \ a IS pais hes 
ts es Ke “ad SES __, ee 
ie | ‘ } a a Premtem | Premteme oe . ae 
pe, z g a4 » ee | Bee  . 
ts | — ae ocne LSB 4 = _ a 
ee td | a eMail Fae Trich Velwes By We —— .. a7 
Se eae eS r: 4 ‘as ee re. feee Peewee - ee 
ae eee eo Bee ae — 
Pe Ae as SU(N ip - , —_— 
eae came ah <a : Fav . . — 
i> eG: Ata “3 en ; - a 
ag 2 es: hak or gael ; “ 
ay ea ian) SS ro 
tee ae ae atti - ne 
mat e. TIS wc ES 
Se Gy. od tee : y 
gt are 
eee Fae 
St ahaa ; 
ced Soe 
ep Nom. 
is " Po | 
ey ; | G 
a ee m 
ey Oe eat 
Bi eee 
‘ ae = aS Age t 
- ph ame cone bs 3 ——SS==a=_aeaT —___=_—_ —————_—ee = — = - — — = = = — a —+—4 
hen ae 
mn sar . . 
ia Ee ty Ae A 
mE Ce . ep ee ee 
— > : a Ril, a den eee weet 5 
ea Suess t Ge OE: MS nee. 5 em eh ae ee Nant Me - 
. rz geese “s Oe Ce ie ka Eee 7 pe Sees Soman ae. 4 - 
<a ah aps i s ea h ar Sr EEE ales ae Stes oY in ie ed Baie a co © ie 
- . b. ® he “i ‘Gs a vr 4 _o s te ia F a . Z a ‘< - one 7 ge oe v3 e * £ 
: ‘ ¥ t Ne eG. wc tail bots ee eM ee a Ne ee, Mo age ‘gees Oe a Seiya 
ee. re By oe at Eek 2s i BOS | EE Tiree alee? Lee a cemataes bee aR ‘ y re 
Toe ee ee Se Nm SS ee ne i rr “ 
Ft eRe ee PRA = = i aE Ee Ae ae se: isiuliieasg wig. aE. moe 
, end os by anal, es Oe 5 Sa ee 4 Le PP ak ES, OP uk PTS Yo eae 
7 BAT On Bex . st | Pl ey . Pie A ate “ae Si eS ~ ete ay e oF get ‘ ’ mmuneen 
oy , aye ree eer R ee eee fet3 2p Sen ho fee ENS = A : Py ‘ é tal . > 
vay: fais Pe ee BS a bs ea om ae PP ee cine Oa aes cath oe Se \ Me 
Re Pia es me aiet * it oo ae 1A ovine Sy AW AM, Peg Oe Oe eT DG tas ee ie. ea? . dae 2. 
ea ee ee ne 5 hs Pie eens dea ae” . te ue cae  , » et: ‘§ 3 yr ay . ~ | 
Oh tar ee ~ o rt. ; S e4 ag as, a! . 4 “ ‘ mo ad 3 
aia CE SEARS eM ea  uh | 
Same caret ae. Ka ee, ae Pa ae PS . ’ ion 
‘ oe a ee ; Pa ee ef hy ee ah 3 he, cote ; : mt . 
, =. i pee Ie 4: 2. OL ee me rae O° he hs bd an ae te "s oa Sy . <i 
yk eg et meee le aie. eRe a ae of” Nig 5 wae £5 ere ate, TH : die 
ro aos Pe re ie tal Paty tga ws, a Oe ag eee gee Oe ee Qh ae sede rf , | 
tia eee pes, “Ss “ Us Sea Pigs 3 aes oe pee 28 a lal 4c. Fee iy “4 ' >” t fe 
Soe awe ee oy ae OS Oe ee he ee ee? ME sy bE * ae 
TY oe Ges : Foe ws Sp ae. ee ro a a an * x e AS am oe ie 
eens ts hs CT fie See ' | ie $4 be =, : 
i ’ i ae >: . ee: es Mel = re eS . me “ re ag oo 
. ym + Fim, e fa i > Tr Eo ~ “ . a & » 4 
; Cg . be ae } aoe ‘ ye Bee * ~~ rah # \ 
wl oer nS a ee a Brie 4 at a ae tS 
i Moe 2 Ge a. [oe ee Se OF : : — et RO, Np ee 
A ~ ie ee ee A ee ea, On tenis es . hs ie 
5 RO ee ES ee ee ee ' ree eee ae | 
he Sd La ee ees eles.” ey SRS Se ae ees Nd * Ss Oe : | 
Ree ee i et Rca ey * = & 
a8 piatgh a a ts ; eed 7 yo oh eo . ee er a ae sae Fa | -——-—. | 
str ae RE. oe Ne r te ty | | 
ae “oo ~ mek “ie ESS SS ee AA wp : : Lp ' | | 
- K ae ae *S) ae F 
a” ah a ie a 
ee aa aa Nae cs 
Re er iat hi a. oe . 
‘ gue ee, sin dos oe oe | 
‘ wis : ae nis yah . 
pee noe %y i x 
ute e S cf Mig oe " 
Cie ie erm ae oa | 
ae ee Cams } 
ii eit Sal = ne ‘4 ‘We . * 7 mm Po ‘ 
i > os | 
A v; .\e —- | 
> ae s } 
Yo “ot ro ‘ ‘ 
ies ‘ , oe hott | 
“ _ oP an . 
bys . 
> Bree ; : ‘ | 
mAh ee Meer Fe weet e i 
pW a dea po Ry ~~ fe ' 
Sa es ee 3 . " , 
Bett ee ore \ ae a cs oe | 
a . be . “yp | - 
a le a | ‘ails 
ae A Se \ * | 
|S Ae =" pC 
’ ee —  -s im 2 | | 
; aes a = - is of a a.” 
: _ eT e 2 | 
ieee » ea na 
a Fe a 
a cA | 
a 
: ee | 
as 
Saree aye een eel SES?_OC Se 
oni Seay, 
saa Be, are | 
io pon ea 
rs , | \ 
~ ir — 
_— ° — 
Fj As CC Y 
o- ~ 
ae { : ; 
| OA drwrticing Mfices 
METROPOLITAN] NEW YORK-CHICAGO ¢ SAN FRANCISCO 
| 
- | 
SSS Detroit | Fe O MILLION CIRCULATION | 
dt er ee “ Pd os 7 ee th (pees ‘s i i 
J Se egy Sateen meee se i Ws eee AO ee kT) pettus 2 gene ae) ee Mien <a erent hae oy eae sat pk mage TP «Aue Ne Sib A gigs on nem ney creek : Ee 
Aha cinta cre see pores bial ts Sie eee a < Wako yee ‘3 eee eo Saree a se 2 ee Sr ete Perr ns ee SE REE eee ete ae yea tae EE a en Be sa tae er i ah Bae ses tine ee 
pe a ee Pas Ase : Pe 3 ERE a pe a eae ge a ree ent at * TIE carey ele ec ale degen ince Aes Nets tie Nae ea Ee aia! ane ae ete : SNE eae omy See Mer cid eaee ee > = sae ee ce (eee ae a Gt sia ry * 
emer: tare 0 ee riers ie i a iat eae Ae Mee ee a Me re ces a: yeaa ere 2 Clete eh aa ray be le Seis watch itech, eat ec Fi oe e oe Wa es eek oie ees eine erate 
wi oe Aber De eye eee ole ANID rm aU a ae Meme pc Seeks SAT Rng a CL secelpR e Sen Se mana nO a IN he ER gear ar 0 nts an 2 eee rete edhe AU decir un A ea Ne asin yeh eee Speen ieee oes ter eee sl SOUR uate ee na ree ree PE Seat, ee cone 
eae, Ss MORE Dial A Sere a ree ie eR Nighi Ge | OMS ry ie Sy eon emanate Bear ee a tas hire eT eee ME cI 1 et Real cope eee tee OS coke apt gery Sta sey = RN Meee Sy mage hire Sry mR Meer (MMe ty Sore emetic Set or are Puen Oy, 1 cor RleMICatas mz Mics oa Pt eae a a oma en Tee nee 


935 December 30, 1935 ADVERTISING AGE 3 


PICTORIAL REVIEW ANNOUNCES 


a new rate of 


nites ell 


$11.25 per line | $7,200 per page = $9,500 per four-color page 


“ based on a GUARANTEED net paid circulation of 
“i 2,250,000 

ade 

nue 

rity e ° 

lb. This rate becomes effective 

- with the September 1936 issue. 

Mr. 

ing 

wer 

‘tis- 

the Advertisers using — between the March and August 1936 
0 issues, inclusive — one or more insertions equal in size to 
=" space currently scheduled, may renew their contracts for 
ve a period of one year (from the September 1936 issue to 
nto 

ust and including the August 1937 issue) at the now existing 


rates. Minimum space “rate holders” will not be accepted. 


HE year 1935 has been one of steady growth for Pictorial Review. Line- 
age, new accounts and circulation have shown consistent increases. e But 
while 400,000 new readers were added, 280,000 “boy sales” were 
dropped. e Today Pictorial Review circulation is healthy; it is sound; it is 
growing. Newsstand gains alone are up 100,000 for a single month over the 
same month a year ago. e@ So rapid is this circulation increase that with the 
September 1936 issue Pictorial Review GUARANTEES a net paid circula- 
tion of 2,250,000. Accordingly, a new rate is announced, effective with that 
issue. @ To advertisers who qualify, present rates remain effective for one year 


Oo 
= 


commencing with the September 1936 issue. Thus these advertisers obtain a 
rate of $2.88 per page per thousand readers. e On this basis, Pictorial Review 
becomes the most outstanding advertising investment in the women’s field. 


ROBERT P. DAVIDSON 


Vice President 


| December 2ist, 1935 
| Rate Card will follow shortly 
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Kemps marching into a “Hall of Sci- 
ence” and text tells how they took 
their product to two universities for 
scientific tests to prove its high vita- 
min content. 


Finds New York 
Responsive to 
Humorous Copy 


(Picture on Page 17) 

New York, Dec. 26.—The Sun- 
Rayed Company, division of Kemp 
Brothers Packing Company, Frank- 
fort, Ind., has added newspapers to 
its lists of media for advertising 
Kemp’s Sun-Rayed Pure tomato juice 
in the New York metropolitan mar- 
ket. 

The newspaper list includes the 
Brooklyn Eagle, Jewish Day, Jewish 
Morning Journal, Newark News, New 
York Herald Tribune and its Sunday 
magazine section, and the New York 
News. In addition, the New York 
Physician and the New York State 
Journal of Medicine are being used. 
Other advertising mediums are also 
being employed here for Sun-Rayed. 

The advertisements feature the 
three Kemp brothers and _ their 
method of producing tomato juice by 
an exclusive process. 


Silhouettes Featured 


A drawing of New York skyscrap- 
;ers, with the caption, “New Tomato 
Juice Discovers New York A. D. 
1929,” prompts the reader to explore 
the advertisement. “Stocks were 
tumbling,” copy declares. “Wall 
Street was being rocked to its foun- 
dation. The late depression was un- 
der way. New Yorkers needed some- 
thing to get their minds off their 
worries. That was when Kemp’s 
Sun-Rayed Pure tomato juice discov- 
ered New York—and New York dis- 
covered Sun-Rayed.” 

In six of seven advertisements, sil- 
houette photographs of the three 
Kemp brothers are used. Readers 
are offered a booklet of tomato juice 
recipes. The booklet relates how 
Sun-Rayed was introduced in 1928 
for the infant feeding market, and 
almost became a popular health food 
drink in leading stores, hotels, clubs, 
and restaurants. 

According to Caldwell-Baker Com- 
pany, Indianapolis, the agency in 
charge of Sun-Rayed advertising, re- 
cent surveys have shown that Sun- 
Rayed is the best selling tomato juice 
in the New York market. 


Passed with Honors 
‘They made their tomato juice pass 
a college examination,” one adver- 
tisement in the current newspaper 
series is entitled. Under this cap- 
tion, a cartoon shows the three 


Kircher Is Agency 
for Refrigerator 


Advertising of the Vitalaire line of 
air-conditioned ice-refrigerators and 
other ice-refrigerated equipment 
made by Ice Cooling Appliance Cor- 
Pepe Morrison, Ill., has been 
placed with Albert Kircher Company, 
Chicago. R. L. Young will be the 
| account executive. 

Ice Cooling Appliance Corporation 
is the equipment-manufacturing sub- 
sidiary of The City Ice and Fuel 
Company, Cleveland, which merchan- 
dises ice refrigerators, commercial 
equipment and air-conditioning sys- 
tems through its divisions in 23 
states. 


Nixon Newspapers 
Appoint Jerry Jontry 


Nixon Newspapers, Inc., Wabash, 
Ind., has appointed Jerry Jontry, for- 
merly of Howland and Howland, Inc., 
publishers’ representative, Chicago, 
as national advertising manager of 
the group, effective Jan. 2. 


Tribune, Michigan City, Ind., Dis- 
patch, Terre Haute, Ind., Spectator, 
Elizabethton, Tenn., Star, and Mid- 
dlesboro, Ky., Daily News. 


Now “Associated Weekly” 
Associated Newspaper Color, Inc., 


will change its name to Associated 
Weekly on Jan. 1. 


Business 18 
looking up! 


For the first nine months of 1935, building construction was 
up 80% over the first nine of 1934. For the same compara- 
tive period, auto sales (in units) were up 36.3%; in dollar 
value, 34.8%. The American Telephone and Telegraph 
Company reported an increase of 49% in telephone in- 
stallations for the first eleven months of 1935. 


The earnings of 327 concerns in twenty-seven major 
industries for the first nine months of 1935 showed an aver- 
age gain of 28.3% over the same months of 1934. These 
gains in earnings amounted to over 100% for electrical 
equipment, for machinery and machinery equipment, and 
well over 200% for retail merchandising. 


There is, without doubt, a growing confidence. Mer- 
chants are spending more money. The public is spending 
more money. Now, as never before, business executives 
need the latest, most authentic information of markets and 
how to reach them via the printed word. 


The 1936 edition of N. W. Ayer & Son’s DIRECTORY 
OF NEWSPAPERS AND PERIODICALS is just off the press. 


To the manufacturer, seeking new or larger markets, it 
offers a detailed picture of the population, natural resources, 
farm and industrial wealth and principal products of the 
United States, its territories, Canada and the West Indies. 
It furnishes complete information about the 20,605 news- 
papers, trade and class papers and general magazines by 
which 157,000,000 people — with an annual buying power 
of $55,000,000,000 — keep informed about all those things 
that affect their living, their homes, health, comfort, and 
recreation. 


This work, compiled by ourselves for the intelligent 
serving of our clients, is now in its sixty-eighth year. 


As usual, we take pleasure in making it available to 
business builders in all industries. 


Over 4000 important changes occurred in the 
publication field during 1935—suspensions, consolida- 
tions, additions, etc. One out of every five publica- 
tions has been affected in one way or another. These 
changes largely invalidate the usefulness of all previ- 
ous editions of the Ayer Directory oF NEWSPAPERS 
AND PERIODICALS. 


To insure delivery of your 1936 copy, send your 
order at once. The price is $15 post-paid in the United 
States and Canada. There will be no thin-paper edi- 
tion this year, no mid-year supplement. For further 
particulars, address the publishers. 


W. AYER & SON 


N. 
INCORPORATED 
WASHINGTON SQUARE, PHILADELPHIA 


The Nixon group includes the Wa- | 
bash, Ind., Plain Dealer, Peru, Ind., | 


ADMIRE 2,000,000TH CALROD COIL 


George A. Hughes, president of Hotpoint Co., Chicago, proudly exhibits the 

2,000,000th Calrod coil produced Dec. 18, before it is shipped to New York 

for presentation to Gerard Swope, president of General Electric Co. Left to 

right, Lou R. Maxon, of Maxon, Inc., Hotpoint agency; W. A. Grove, advertising 

manager for Hotpoint; Mr. Hughes; Les Sholty, head of Maxon's Chicago office; 
and T. K. Quinn, president of Maxon. 


Safety Appeal 
For New Tire, 


Of Armorubber' 


New York, Dec. 26.—Keyed to the 
more exacting demands made _ by 
1936 motor cars, ““Armorubber” tread 
tires will be introduced by Kelly- 
Springfield Tire Company in a mag- 
azine campaign to break early in 
the new year. 

“Armorubber” tires will be de- 
scribed by Kelly as made of a ‘new 
kind of rubber, denser, tougher, and 
harder—a special formula developed 
by Kelly-Springfield chemists.” 

Advertising will declare that both 
laboratory and road _ tests have 
shown that the new tires are supe- 
rior in tread, give greater mileage, 
and offer added protection against 
blow-outs. 

“Faster 
quicker 


starts—higher 
stops—call for 
tires,” one advertisement will an- 
nounce. Copy and illustrative ma- 
terial will point out that “getaway” 
in the modern car has been stepped 
up 35 per cent; that modern brakes 
act 55.4 per cent faster, and that 
smaller wheels must spin 1,500,000 
more times in an average year's 
driving—-equal to 2,000 extra miles 
of wear on tires. 

Prepared by J. Stirling Getchell, 
Inc., the advertisements are liber- 
ally illustrated with photographs 
presenting key features of the new 
tire. 

Also present in much of the copy 
is a sentence or two with an insti- 
tutional slant, dealing with Kelly’s 


speeds— 
tougher 


reputation for producing quality 
tires “since the carriage days of 
1894." The phrase, “Dependable for 
42 years,” is carried as part of the 
Kelly-Springfield logotype. 


Apgar Serviece Held 


Percy L. Apgar, post-war advertis- 
ing manager of the New York Sun, 
later in the advertising department 
of the Hearst Publications and owner 
of his own advertising agency, was 
buried this week at Bridgeton, Me., 
following services at his home in 
New York. He was 48 years of age. 


General Mills Regular 


General Mills, Inc., Minneapolis, 
has declared the regular quarterly 
dividend of 75 cents a share upon 
common stock, payable Feb. 1 to 
stockholders of record Jan. 10. This 
is the 30th consecutive dividend dec- 
laration on common stock. 


Marphy Advances 

Charles H. Murphy, veteran with 
Street Railways Advertising Com- 
pany, has been appointed sales man- 
ager of the Eastern division, succeed- 
ing Guy Bolte, who resigned upon 
completion of special work for which 
he was engaged a year ago. 


Willcox Promoted 
Phil Willcox has been appointed 
Eastern advertising manager of The 
Parents’ Magazine, a position newly 
created by A. R. Leininger, advertis- 
ing director of the New York publica- 
tion. 


Retains Manternach 


Delectalite Company, Warren, R. I., 
maker of automobile safety lighting 
signals, has placed its account with 
The Manternach Company, Hartford, 
Conn. 


Boston 


595,503 READERS 


says ABC. 


But that’s only part of the story. 
The whole story is that they are 
all men and they live well. All 


sportsmen do! 


Chicago San Francisco 
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CONSUMER WINS 


Bowing to consumers who called the 
product "Cory" instead of ‘Thermax," 
Glass Coffee Brewer Corp., Chicago, has 
adopted the new designation for its 
coffee maker, for which Perrin-Paus Adv. 
Agency is preparing a 1936 campaign. 


Reval Pomp Is 
Used in Unique 


Contest Award 


Memphis, Tenn., Dec. 24.—One of 
the most colorful and spectacular 
finales ever held for a nation-wide 
sales contest was staged here last 
week when Milton L. Knowlton, head 
of the firm bearing his name and 
mid-south distributor of Our Mother’s 
cocoa and chocolate, was crowned 
King Koko VI by officials of E. & A. 
Opler, Inc., Chicago and Brooklyn 
cocoa and chocolate manufacturer. 

In addition to the coveted title, Mr. 
Knowlton received a DeSoto coupe 
for having exceeded his quota by a 
greater percentage than any of the 
115 Opler distributors. The regal 
ceremony and banquet which accom- 
panied the coronation were attended 
by city officials, notables and food 
distributors. 


Cultivate Housewives 


The King Koko coronation culmi- 
nates a year of intense promotional 
activity for a brand of cocoa and 
chocolate which was inaugurated 15 
years ago and since has gained inter- 
national distribution. Clever mer- 
chandising pushed the business 
through the depression years with 
forced additions to its manufactur- 
ing plants and personnel. Sales con- 
tests, with the interest of the 
“woman in the case” carefully en- 
listed and cultivated to stimulate ac- 
tivity, have been an important fac- 
tor in the marketing effort. 

The name of the product ties in 
with the portrait of the mother of the 
heads of the business which has been 
used on the package since its incep- 
tion. 


Death Takes Grandon 


George G. Grandon, managing edi- 
tor and vice-president of the Sterling, 
Ill., Daily Gazette and a director of 
the Grandon group of newspapers, 
died Dec. 24 of a streptococcus in- 
fection. 


Price in Outdoor 


Stephen G. Price has been placed 
in charge of sales for Smoot Adver- 
tising Company, Parkersburg, W. 
Va. He was formerly with D’Arcy 
Advertising Company and St. Louis 
Star-Times. 


Growing Market 


Huge increases in automatic heating and 
air conditioning sales are indicated for 1936 
through these predictions of authorities: 
1. 100% increase in residential construction. 
2. 10% or more increase in general business. 
3. Further increases in F. H. A. loans. 
4. Steadily mountmg public demand for 
the comforts of automatic heating and air 
conditioning. 

The way to t this constant! 
market is throu AUTOMATIC 
AIR CONDITIONING, the publication of the 
industry. Write today for details on the 
special January Heating & Ventilating Ex- 


position Number. 
Automatic Heat 


and 
Air Conditioning 


1900 Prairie Avenue Chicago 


growin 
T an 


Field’s Promotes Renee 


Ronald P. Boardman, formerly 
basement manager of Marshall Field 
& Co., retail store, Chicago, has been 
made assistant to Frederick D. Cor- 
ley, first vice-president and general 
manager. Mr. Boardman will have 
charge of sales promotion. Previously 
he had been manager of Field’s three 
stores in Chicago suburbs, being cred- 
ited with having originated the idea. 


Chicago to View 
New Type Faces 


New type faces which took awards 
in the competition staged by the Na- 
tional Board on Printing Type Faces 
will be displayed at the Newberry 
Library, Chicago, in February. 
Advertising Typographers of Amer- 
ica is sponsoring the exhibition. 


ADVERTISING AGE 


Bill Aske Ban 
On Drinking in 
Advertisements 


Boston, Mass., Dec. 24.—Enraged 
by a liquor advertisement showing 
Santa Claus taking precautions 
against snake bite, Representative 
Roland D. Sawyer today filed with 
the clerk of the Massachusetts house 
a bill which would outlaw any illus- 
tration of any person or character 
taking a drink. 

Mr. Sawyer explained his attitude 
in these words: 

“Here we have Santa Claus, the 
children’s adinired friend and idol, 


perhaps next to a religious char- 
acter the most loved character the 
children know; yet the papers, state- 
wide, are exploiting a certain brand 
of whisky as the brand Santa drinks 
and show Santa in various poses 
drinking the whisky.” 


Bank Papers Merge 


Effective Jan. 1, Central Western 
Banker, Omaha, Neb., will be merged 
with Northwestern Banker, published 
by DePuy Publishing Company, Des 
Moines, Ia. 


P. M. Miskell Dies 


P. M. Miskell, general manager of 
the refining and marketing division 
of Empire Oil & Refining Company, 
died Dec. 25 at his home in Tulsa, 
Okla., of a throat infection. 


Court Names Grunow, 


Albers, Trustees 


William C. Grunow and Charles H. 
Albers have been appointed perma- 
nent trustees of General Household 
Utilities, Inc., Chicago, which is 
seeking to reorganize under section 
77B of the bankruptcy laws. 

Mr. Grunow and Mr. Albers have 
_ temporary trustees since Nov. 

5. 


“Lincoln Journal” 
Buys Radio Interest 


Evening State Journal, Lincoln, 
Neb., has bought a one-fourth inter- 
est in radio stations KFAB, Omaha 
and Lincoln; KFOR, Lincoln, and 
KOIL, Omaha and Council Bluffs. 

Sidles Company retains a con- 
trolling interest in the stations. 


= 


KENTUCKY’S $40,000,000 
TOBACCO CROP GOES ON SALE 


Forty million dollars are pouring into Kentucky to purchase the 1935 


Burley tobacco crop . . These millions will go to Kentucky farmers 


who will spend them in Kentucky cities and towns for necessities and 


luxuries . . for every kind of product from hand lotions to harrows 


.. Your product will find its share of “tobacco money” purchasers 


if it is properly represented to the buyers of this section . . and you 


can reach them, in practically every corner of Kentucky and 


throughout Southern Indiana, by concentrating your advertising 


message in— 


The Convier -Zournal 
THE LOUISVILLE TIMES 


REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 
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December 30, 1935 


| Cae since man has been articulate, he has put continu- 
ously to his fellowman the equivalent of this question. 
The hunger to know, the desire to share another’s knowl- 


edge, is one of the impelling forces of life. 


Today there is just one common agency whose first 
purpose is that of appeasing the appetite to know alli 
that has just happened. 

That agency is the newspaper. 


$300,000,000 Spent for Newspapers 


On a thousand fronts news breaks hourly . . . serious 
news, news of new leaders, new conflicts, new movements. 
The world has become highly complex. It has accelerated 


prodigiously. 


No one can escape the effects of the forces released daily. 
No one is secure from the repercussions of wars, tarifs, 
elections, droughts . . . the myriad activities of men and 


nature. 


Day after day the newspaper tells the running story. 
Headlines burst repeatedly on the consciousness of the public, 
causing the reader to wonder, causing him to read his 


newspaper. 


It is the only medium which tells people what is going 


on... as it happens. To obtain that information they spend 


more than $300,000,000 a year for newspapers. 


It is the dependence on the newspaper by the public which 


gives it such power as an advertising medium. 


Newspapers Give Buying Ideas 


By lifelong habit the newspaper is the primary medium by 
which Americans satisfy personal curiosity, adjust them- 


selves socially and equip themselves economically. 
For many it is the exclusive medium. 


In the columns of the newspaper, mixed with news of more 
serious affairs, people find the news of those they know or 
know about, romance and tragedy, crime and comedy ... 


all the components of daily life. 


The newspaper is the stage on which the drama of life is 
unfolded. From it the average man and woman get prac- 


tically all of their ideas. 


Ideas. Not only of laws and politics, of styles and recipes, 
but ideas of the new in merchandise, opportunities to save, 


new ways to do things with less effort... buying ideas! 


The value of this direct and penetrating contact with the 
public mind which the newspaper provides may be measured 


by the advertising of retailers. 


Chicane 


THE WORLD’S 


NEWSPAPER ADVERTISING IS 


ae on Se as aid re Po s me : awe 5 : 2 2 tes sat oe a i eat ae Pal i ? er ‘ a , vas i - 2 , 
er * , 

6 ee ee De 
ge = oes i = — 
as She A LE LA woo ne ee a a — 

ae anf cA 
ee eee 
Siaeay evi LE 
oe te 
Si tes Q i ae 
vou ute 
: MNES en 
area Sate 
Venn nee , 
Seas 
oles 
sino Oe ae 
ating ceil 1 in 
‘a o Bee te Ng 
Leer ene 
piactbyeg) ane Se 
ety eZ Pil 
Pe eR ein 
mere 
eR tae 
Praia ee a9 
Cg an = eae 
Re re he 7 
iphone NE 
cies OS ee 
u ree, We a! ae 
Rey ae 
- oe oe ea 
a) a rene 
rik sacs 
‘2 ee 
la oh i ae 
iS . 
cme, 
Sat!) pe ee 
Sr a eee 
3 
: ° 
° 
ee ete 
says ees 
ie Se 
Loe eye a 
a eee ee am 
Sees ay 
Pie 
, 
Pera ta ee e t 
eae eS 
A ee a t 
Bo eee Na 
ny ee 
ert! oe ! 
ie wen * ee ee | , 
Sige con, | 
Ea ee Seo 
i 
if 
Na ee | 
ee 
% 
S: 
; | 
one Ret ae 
ae eee ak 
ere aye | | 
To, Pama 
ee | 
| 
‘ ; fs : 
iy 7 ee em aie nc oats Ah aes > ie td Ped & TP" 1° Siege aan a 7 - i eA ee te Ae! C. Oe ae Ge hace (co gee = mee = Bi, * te y get ae ee 5 ce a Se tal al < * Pax ¥ ah ae a ) ee i 
ee aa lol. Cee Me Cs Lyf eR Recerca ee OPER Roi ke as Cee eT sane nal Sia Hn fea ees Ge oe ee I a, Vy Moet AR Sr ot Ree Rae Kc 9 ope ee AR ia Seana eee ae Na g's a a, ee ee ee ne el I oe OE aC aac! 0 Re aie Bene 
ag eee ae ga ae inp Nettie aie Seem rh VER ed RRR ion Tree he a ee pee 2 Vira |e ean er mie Sg sa Se oe a ie a a ther ener - hel ii as EF So Sa ae a Pe a Rade = a cM get ete) FETE $ ag he ge a a ates Mae rs Pca ie gD 
sees Rvcgris oNees Oe Ae es “es eens = ie er is uu as a ica : eer ea oe bias Wee med aera cay Scorer saci “ora bce uae iM Aa one en eee Se Pa etn ee ee ne om 4 canragewenee 5 eee aes 
An ht fous Sie ee yet ca! : ie ae hates esl aoe a ‘i Be Io fiseicd iw ne. ee we i yee ae ig ee he J WO epics ee ee a eee ‘ eet net eg ake a les Sey sb 3 Le ee 8 i ¥ jets a " 
te agcdinare Speer ales ecb: oe ae Gyo = ahs pent ee Cea Cel Ora a eee ser yes? Sy ae gee ge ONT | eS OSES Fae a gt Aries Fine ae Nee =P ogi St er we re epee ese, Cos! eel Se a CMRP ere een key SER ee any Me oe eee 
ae eee eS eg ca eae | Me RUE AAMT PISS | Sues On Ped = ee np en eee iP ta earl ee On eet ee G Gt ORCAS RC earn eee) ete ye a sce Re ang ae why | San er or Fae Pare Ree a pk rere ia Cee PNY, on Fe eT wet PN pa a ecg RRR N aTan Oe Cas hea SP ee Lee) deems ke ga ee DE 
ORI ay Bn ogee ae rie Ye eg es Boe eo tered Mabe e MME Wn aaegacy ae Ot ce SS) = ie ae TE Mee Ta Ih iy ane pL RRS ge gh eg Sem og are pean ry react Oa REL ey a peas ects Pngree 6 Ae ol ae een a ey om ice tg a een en Dee oe eae ee ae a ee 


December 30, 1935 


ADVERTISING AGE 


In every city of the United States there are certain retail 


stores to which residents of the city point with pride. 


90% of Retail Advertising Goes 


Into Newspapers 


These establishments are famous. They are monuments 
to the business of selling goods in large volume. They illus- 
trate the power of the newspaper to give people buying ideas. 
For it is the newspaper on which these stores rely to bring 


customers. 


Each day these stores must instill buying ideas in the 
mind of the public. Each day they must get people to leave 
their homes and to visit the sales floors. To accomplish this 


they depend primarily on the newspaper. 


The department stores of America sell over two billion 


dollars worth of merchandise each year. More than 90 per- 


cent of their advertising expenditures goes to buy news- 


paper advertising. 


Economical and Flexible 


These retailers expend this great sum annually because 
they get it back in direct traceable sales. They can check 


Tribune 


GREATEST NEWSPAPER 


I? 


each day the response to each offer. They know that in no 
other way can they picture and describe merchandise so 


economically and with such effective sales response. 


On a day’s notice they can meet changes in style or price 
with adequate newspaper advertising. They can increase 
promotion as rapidly as market improvements warrant. 


They can stop it overnight. 


The flexibility of newspaper advertising has another appli- 
cation for manufacturers. They not only can use newspaper 
advertising to step quickly into a particular market to meet 
an emergency or to take advantage of local conditions, but 


they can pick as many markets as they wish. 


47% of the Manufacturer’s Advertising 


Some manufacturers spend millions each year for news- 
paper advertising. Others spend less than $10,000.00 in a few 
markets where sales potentials for their products are high. 

Newspaper advertising can thus be fitted to the needs of 
the individual manufacturer who can buy it where he wants 
without limitation or compulsion. 

In 1934, manufacturers spent $349,000,000 for media 


advertising. Of this sum 47 percent went into newspaper 
advertising . . . more than was expended for any other form. 


POINT-OF-SHOPPING ADVERTISING 
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December 30, 1935 


GLYCERINE IN 
NEW SOAP CHIP. 
SAYS FELS COPY 


New York, Dec. 26.—Preparations 
are well under way for release of 
the first black and white newspaper 
campaign of Fels & Co., Philadel- 
phia, in over twenty years, to intro- 
duce Fels-Naptha soap chips, Cyril 
G. Fox, sales and advertising mana- 
ger, revealed today. 

Mr. Fox promises one of the “live- 
liest advertising campaigns ever put 
behind a soap product.” In addition 
to newspapers, the chips will be fea- 
tured in Fels-Naptha radio programs 
in principal Eastern and Middle- 
Western cities. Meanwhile, Fels- 
Naptha golden bar advertising will 
be enlarged. Young & Rubicam, Inc., 
is the agency. 

The chips will be boxed in an im- 
proved container which has a pour- 
ing spout. 

A window poster is one of the fea- 
tures of the merchandising material 
provided. This is headlined, “New! 
The first and only Naptha chips.” A 
package price card bears a some- 
what similar inscription. Counter 
booklets will be provided. 


The Gentle Cleaner 


While intimate details of the cam- 
paign have not been released, a hint 
of some of the appeals to be used 
was given. 

“Naptha,” the statement reads, 
“has long been known as one of the 
best agents for loosening dirt in 
clothes. It is so gentle that it is 
used for dry-cleaning the most fragile 
fabrics. It has been a basic ingre- 
dient of Fels-Naptha soap for almost 
half a century.” 

The company has been experiment- 
ing with the new product for some 
years. The result is a thin, crinkly 
chip that immediately whips into 
suds on touching water. It is said 
to be neither bead, flake nor powder. 


Other indications of sales appeals 


HOW CHEVROLET ADVERTISES IN DISTANT INDIA 


CHEVROLET \\ 


=e 


weteenaaone = et the 


Chevrolet road sign, lithographed on metal, guarding the entrance to Bombay, India. 


Campbell-Ewald 


Company, which has just received the photo from a foreign correspondent, surmises that the group of 


natives is the posting crew. 


appeared in the statement that the 
chips “are gentler for lingerie, silk 
stockings, woolen sweaters and all 
other delicate and dainty garments, 
are ideal for use in washing ma- 
chines and for dish washing.” Fur- 
thermore, Fels & Company claim the 
chip contains glycerine, an ingre- 
dient of many hand lotions. 

The name of the product appears 
as a background in an all-over design 
on all sides of the package. Under 
the heavy foreground lettering is the 
slogan, “The Golden Chips With The 
Clean Naptha Odor.” 


Tailors Appoint 
Leslie Hobbs Ltd., New York, op- 
erating “A Fortnight from London,” 
has appointed Hal A. Salzman, Inc., 
New York. 


Effective January Ist, 1936 


the corporate name of 


MARK O’DEA 


& COM PANY 


will be changed to 


O’ DEA, SHELDON & COMPANY 


ADVERTISING 


400 Madison Avenue 


New York City 


George H. Sheldon becomes partner and Executive 


Vice President, having withdrawn as Vice President 


of Hommann, Tarcher & Sheldon, Incorporated 


Motor Industry 
Alert to Break 
Used Car Jams 


Detroit, Mich., Dec. 26.—Chevrolet 
Motor Company, which startled auto- 
motive advertising circles with a 
national campaign for the sale of 
used cars last summer, is now using 
the confidence engendered by that 
campaign as a _ springboard from 
which to launch another campaign 
of similar nature. 

At the same time, other manufac- 
turers, recognizing that the introduc- 
tion of new models two months ear- 
lier than usual has made possible an 
undesirable condition which has not 
yet, but may tie up dealers’ funds on 
the lots, are preparing to advance 
help wherever it may be deemed ad- 
visable. 

Others Lend Aid 


DeSoto Division of Chrysler Cor- 
poration, for instance, has announced 
a national used car campaign while 
Buick Motor Company is prepared to 
offer assistance to zones where used 
ear stocks may be reaching the dan- 
ger point. 

All manufacturers declare that the 
used car problem is not yet a knotty 
one, and that steps being taken now 
are precautionary, designed to ward 
off accumulation of second-hand cars 
as distribution of 1936 models be- 
comes general. 

Chevrolet again is playing its 
“Red Tag OK Guarantee” heavily in 
large newspaper space in large cen- 
ters throughout the country, and 
magazine advertising will appear 
later to lend an institutional note to 
the program. Again the tag idea 
has been utilized, linking public 
consciousness to the drive of last 
summer, and in some advertisements 
the advantages of buying a used car 
now are being stressed pictorially. 


“Chain Store Age” 


Starts Combination 


Starting with the January issue, 
the general merchandise edition of 
Chain Store Age, New York, will be 
issued each month as two separate 
editions. One will go to executives, 
the other to store managers. 

The two editions will be sold to- 
gether as the General Merchandise 
Combination. 


Stages Winter Brine 
for F & F Lozenges 


F & F Laboratories, Omaha, Neb., 
makers of F & F cough lozenges, is 
completing a sampling campaign in 
major cities through Western Union 
special messenger service. 

For the third year, several million 
samples are being distributed in im- 
portant shopping areas and at busy 
street intersections and expositions. 


F eneait Head 
Chicago Committee 


John T. Fitzgerald, of Reynolds- 
Fitzgerald, Inc., has been appointed 
chairman of the “united front” com- 
mittee of the Newspaper Representa- 
tives Association of Chicago. 

Others named by Walter Doney, 
Texas Daily Press League, president 
of the association, are A. G. Ruth- 
man, of Gilman, Nicoll & Ruthman 
and John E. Lutz. 


Wahl Loses Frechette 


Charles J. Frechette, vice-presi- 
dent, treasurer and a director of The 
Wahl Company, Chicago, died in that 
city Dec. 19 after a long illness. Mr. 
Frechette, who was 55 years old, 
joined the company in 1917. He was 
a native of Canada. 


“Rudder” V.-P. Dies 


James R. Thomson, 73, vice-presi- 
dent of the Rudder Publishing Com- 
pany, publisher of The Rudder, died 
Christmas morning at his home in 
Englewood, N. J. 

He was a member of the National 
Publishers Association. 


Plan Delivery 
Of Applejack 
By Telegraph 


New York, Dec. 26.—‘“Say It With 
Applejack” may be a new advertising 
slogan if a study now under way 
concerning possibilities of selling 
liquor by telegraph results favor- 
ably. 

Laird & Co., distillers of applejack, 
are making the survey. They found 
that approximately 5 per cent of 
their package sales are made for gift 
purchases and began the investiga- 
tion of telegraph selling with the 
idea of lightening the burden of 
donors. About 60 per cent of Laird’s 
applejack is sold in hotels, cafes and 
restaurants. 

According to John E. Laird, presi- 
dent of the company, the study has 
turned out to be one that will require 
several months to complete, due to 
diverse regulations in various states, 
counties and other communities. 
Plans for advertising await perfec- 
tion of the method. 


New York Is First 


The company hopes to announce 
facilities for telegraph selling in cer- 
tain communities within a few 
weeks. The matter has been taken 
up with several associations and it is 
expected that their cooperation can 
be obtained, making it possible to 
carry on the business in a manner 
similar to that of the Florists’ Tele- 
graph Delivery Association. New 
York will probably be the first mar- 
ket offering the new service. The 
ultimate object is to build up a na- 
tional system. 

Mr. Laird expects other liquor ad- 
vertisers to seize the idea if it proves 
workable in the Laird test. 


Libby Finance Plan 


Libby-Owens-Ford Glass Company, 
Toledo, O., has announced that it will 
finance home modernizations up to 
$2,000 under a 36-month payment 
plan, and commercial modernization 
up to $50,000 under a 24-month plan. 
No down payment is required on 
residential modernizations. 


Joins “News-Week” 


Gordon S. Hargraves, formerly 
with Curtis Publishing Company and 
for the last eight years with Cosmo- 
politan in Philadelphia territory, will 
assume similar duties Jan. 1 with 
News-Week. 


See Anmemmcmmens oe Page 2) 


Tabloid Format 


of your sales effort. 


59 East Van Buren Street 
Also Publishers of BUILDING SU 


PRACTICAL BUILDER 


From a manufacturer of metal lath: 


From a building material dealer: 


From a manufacturer’ association 


From a building contractor: 


In presenting the PracricaL BUILDER we are offer- 
ing complete circulation coverage of active building 
contractors at exceptionally low rates. Your advertise- 
ment in this publication will reach, directly, the men 
who actually use your products in the building opera- 
tion, and assure essential cooperation at the final stage 


feces 


INDUSTRIAL PUBLICATIONS, 


Brick & Clay Record—Ceramic Industry—Ceramic Data Book 


Typical Comments from 
Four Interested Factors 


“S's o natural,” 


“I was very much interested in your 
letter and the dummy of your new 
ublication. It seems to me there 
s a definite field here to be filled.” 


executive: 


“Your aim to publicize the practi- 
cal methods of quality construction 
is certainly to be commended, and 
we wish PRACTICAL BUILDER the 
best of luck.” 


“IT am anxious to receive PRACTI- 
CAL BUILDER. It is exactly the 
kind of publication we need.” 


Publisher. 


INC. 
CHICAGO 
PPLY NEWS (The Dealers’ Paper) 
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ADVERTISING AGE 


CHICAGO CENTER 
OF GOVERNMENT 
MAIL CAMPAIGN 


Ten Million Booklets Adver- 
tise Baby Bonds 


Chicago, Dec. 26.—Inability of 
government printing offices to exe- 
cute color intaglio for the cover of 
a 12-page booklet advertising the 
new Series B United States Savings 
Bonds caused Chicago to be selected 
both for printing and distribution 
of the direct mail, it became known 
this week. Advices from Washing- 
ton said outdoor advertising also is 
under consideration. At the same 
time, satisfaction was expressed with 
results of advertising in national 
weeklies used for Series A _ baby 
bonds. The new issue goes on sale 
Jan. 1. 

The direct mail campaign in be- 
half of the new issue of baby bonds 
will be one of the largest ever staged 
in this country. Ten million of the 
booklets, accompanied by a form 
letter signed by “Sincerely, Henry 
Morgenthau, Jr., Secretary of the 
Treasury,” will be distributed. 


Other Departments Aid 


Other advertisers will envy the 
Bureau of the Treasury the simplic- 
ity and accuracy of its campaign. 
Uncle Sam’s postmen are doing the 
leg work, delivering the booklets to 
names said to have been provided 
by the Bureau of Internal Revenue. 
This is the department which records 
income paid by citizens each year. 
Thus the Bureau of the Treasury 
gets ready-made one of the finest 
lists ever compiled of persons with 
cash. 

Production of the booklets is being 
handled by Theo. A. Schmidt Lith- 
ographing Company and Edwards & 
Deutsch Lithographing Company. As 
the result of local newspaper stories 
commenting adversely on methods 
employed by the government, both 
companies received instructions from 
the Treasury Department to with- 
hold any details of their operations 
from inquirers. Advertising Service 
Company is in charge of mailing. Its 
contract amounts to $35,000, accord- 
ing to the newspapers. That of the 
lithographers is fixed at $59,050. 

The cover of the booklet bears a 
likeness of Miss Columbia, with the 
American flag in the background. In 
her right hand she holds a baby bond 
and in her left a treasure chest. The 
dome of the capitol rises in the 
background, “Add one-third to your 
investment in ten years,” is the slo- 
gan. Detailed figures are given, 
such as “$18.75 increases in ten years 
to $25.” 

The Christmas 
overlooked. 


Make Nice Gifts 


“These securities, which are direct 
obligations of the United States Gov- 
ernment,” said the accompanying 
letter, “are an excellent medium of 


angle was not 


WSM 


50,000 WATTS 


Nashville, Tennessee 


Ask your jobbers 
about WSM results. 


AY SCHOOLS 


ADVERTISING & COPY 
COMMERCIAL AR 
COM'L PHOTOGRAPHY 
LAYOUT AND LETTERING 
MEN'S FASHIONS AND 
PHOTO - RETOUCHING 


Dept. L. V., 116 S. Mich. Bivd., Chicago 


investment for those who wish to 
save money for future use or as 
gifts to others.” 

The inside of the booklet carried 
considerable of what is known in the 
vernacular as “sales wallop,” con- 
taining such interesting headings as 
“10,000 Maximum,” “Purchase at 
Your Post Office,” “Joint Ownership 
by Two Persons,” “Tax Exemption” 
and “Protection against Loss.” 

The return envelope was one of 
those trick circulars which when 
folded becomes an envelope. The 
frank is of the one-way variety, the 
return envelope carrying the legend, 
“Place three-cent stamp here.” 


Offer License Plate 


Advertising Emblem 
Dura-Products Mfg. Company, 
Canton, O., has perfected “Nishelad,” 
a license plate advertising emblem 
carrying the individual initials of 
each car owner. 

Motorists, the company has found, 


tising plates when they are adorned 
with their own initials. Any desired 
set of initials is quickly and perma- 
nently attached to the plate through 
slots in the Nishelad. 


Rambeau Gets WIRE 
Radio station WIRE, Indianapolis, 
Ind., has appointed William G. Ram- 
beau Company as representative. 


have no objection to flaunting adver- 


TEAR-SHAPED HANDLES CAUSE SMILES 


How Washburn Co., Rockford, Ill., displays its new line of kitchen 
equipment, reported to have caused a sensation among housewives. 
Henry Dreyfuss was the designer and Howard H. Monk the adver- 
tising agent. An interesting feature of the marketing is use of a 


plastic binding on picture portfolios for jobber salesmen. 


Vautrain Associates 
Add Seven Accounts 


Charles E. Vautrain Associates, 
Inc., Holyoke, Mass., has been ap- 
pointed to direct advertising of the 
following Massachusetts firms: 

Eaton Paper Corporation, Pitts- 
field, typewriter papers; L. L. Brown 
Paper Company, Adams, bond and 
ledger papers; Sand Springs Corpora- 
tion, Williamstown, carbonated bever- 
ages; Marvellum Company, Holyoke, 
cover papers; Payson’s Indelible Ink 
Company, Northampton, indelible 
and stamping inks; Electric Game 
Company, Holyoke, and New England 
Church Supply Company, Springfield. 


Machine Tool Group 
Holds Photo Contest 


National Machine Tool Builders’ 
Association, through Roberts Everett 
Associates, New York, is conducting 
a photographic contest for members 
and employes to obtain unusual pic- 
tures for use in advertising. 

Judges in the contest, which closes 
midnight, Jan, 31, are Kenneth 
Condit, editor, American Machinist; 
J. H. Van Deventer, editor, The Iron 
Age; and Erik Oberg, editor, Ma- 
chinery. 


Truscon Names Mann 
Kenneth D. Mann, formerly South- 
ern district sales manager of Repub- 
lic Steel Company, has been appointed 
executive vice-president of Truscon 

Steel Company, Youngstown, O. 


ii takes the most modern of facilities to give 
the kind of service that Rapid gives. It takes 
the most painstaking care to give the quality for 
which Rapid is famous. Automatic casting ma- 


chines, for example, are exclusive with Rapid. 


But no machine will ever displace the graver in 
the hand of a Rapid artist. Add to this Rapid’s 


THE ATLANTIC ELECTROTYPE & STEREOTYPE COMPANY, 


but steeped in craftsmanship 


truly amazing shipping facilities—local service 
from Rapid-owned plants in New York, Detroit, 
and California, national service out of Cincin- 
nati—and you have the reasons for the nation- 
wide and continually growing preference for 
Rapid by large and small concerns. If you are not 
already a Rapid customer, next time try Rapid. 


LARGEST PLATE MAKERS 
IN THE WORLD 


CINCINNATI BRANCH OFFICES: NEW YORK, CHICAGO, SAN FRANCISCO, DETROIT 


228 East 45th St., New York 


HOFFSCHNEIDER BROS., 500 Howard St., San Francisco. 324 Thirteenth St., Oakland 
NORTHERN ELECTROTYPE CO., 47 Burroughs St., Detroit 
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Washington's Battle for Power 


When Congress renews consider- 
ation of the Copeland bill, S.5, when 
the session is resumed next week, 
the most important debate will have 
to do with details of administration. 
Which arm of the government will 
win the right to exercise the great 
powers of regulation and supervision 
of advertising which will follow the 
enactment of the measure into law? 

Advertising interests have de- 
clared themselves satisfied with the 
bill, as it has been amended follow- 
ing criticisms from various quarters. 
But even though they have agreed 
to accept regulation, they are still 
vitally concerned both with who will 
administer the law and how it will 
be administered. 

There will probably be a real bat- 
tle between the Department of Agri- 
culture, whose Food and Drug Ad- 
ministration has exercised the pow- 
ers created under the present law, 
and the Federal Trade Commission, 
whose members and sponsors re- 
gard it as the logical body to pass 
on complaints of alleged violations 
of the new measure. Both of these 
governmental agencies are eager 
for the development of their pow- 
ers, and jealous of having any of 
their prerogatives reduced or cir- 
cumscribed in any way. Like most 
of the people now running things 
in Washington, they want more 
rather than less authority. 

For the Food and Drug adminis- 
tration, it is pointed out that it has 
had the job of enforcing the present 
law for over a quarter of a century. 
The extension of the new measure 


into the field of cosmetics and ad- 
vertising control, while going far 
beyond the original conception of 
the Department of Agriculture, does 
not appear extreme wheh the con- 
trol over business exercised under 
the AAA is considered. Conse 
quently, the Department and the 
F. and D. Administration can see no 
reason for changing the methods 
used heretofore. 

The Federal Trade Commission, 
its advocates point out, is exercis- 
ing general supervision of business 
activities involving unfair competi- 
tion, and may have its powers broad- 
ened by proposed legislation at this 
session. It would be better for busi- 
ness, it is suggested, to have regula- 
tion centered in one body, instead of 
being scattered among many. And 
the Food and Drug Administration, 
it is further argued, should not be 
both prosecutor and judge, as it is 
contended that it would be under 
$8.5, even though there may be final 
recourse to the courts, in the event 
that the defendant desired to appeal. 

Many advertisers have the feeling 
that in spite of the FTC’s former 
reputation for unnecessary harass- 
ing of business, it would be more 
sympathetic and reasonable in pass- 
ing on complaints brought to it 
under the new law by the Food and 
Drug Administration than the Sec- 
retary of Agriculture would be if 
he passed on its charges. Certainly 
that subject is one which should be 
considered carefully, and on which 


advertising interests should express’ 


a definite opinion. 


fy. 
a 


Advertisers Help Each Other 


While advertising is definitely 
competitive in the sense that it 
seeks to attract to the advertiser 
business which formerly went else- 
where, it is more and more gener- 
ally recognized that most good ad- 
vertising helps all who are in the 
industry advertised. In some cases, 
one advertiser alone cannot achieve 
his sales objective, but when others 
are working in the same direction, 
all can win success. 

There is no doubt that the large 
volume of attractive automobile ad- 
vertising creates more motor car 
business for everybody. Campbell 
formerly had a practical monopoly 
of the canned soup business, but 
the addition of several other aggres- 
sive advertisers in this field, while 
making life more interesting for the 


folks at Camden, will undoubtedly 
inorease greatly the total consump- 
tior of canned soup. 

Sales of electric refrigerators 
have been accelerated at a rapid 
rate because so many different 
manufacturers and distributors have 
been advertising the advantages of 
their products and the advantages 
of refrigeration in general. By the 
same token, the slower progress of 
electric cooking has been due to the 
relatively small volume of electric 
range advertising in evidence. 

Consequently, while the competi- 
tive advantages of consistent adver- 
tising should continue to be stressed, 
the common benefits enjoyed by all 
members of an industry which be- 
lieves in and uses advertising should 
not be lost sight of. 


Information 
for Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE. 


No. 864. 
Building. 


What has happened to residential 
building in the past, what is going 
to happen to building in the future 
and why, are questions about which 
building material advertisers are 
thinking. This report, issued by the 
Bureau of Market Analysis, Better 
Homes & Gardens, contains a brief 
history of residential building, and 
a picture of accumulated surpluses 
and shortages; review of general 
business conditions which reflect the 
basis for building recovery; exami- 
nation of the improved status of 
home financing; and evidence of im- 
provement in residential building. 


No. 865. 
brication. 


Is prefabrication here? This and 
other vital questions are fully cov- 
ered in this non-technical report 
prepared from stenographic notes of 
House & Garden’s symposium. The 
article is illustrated with candid 
camera pictures of participants in 
the symposium, taken at the home of 
Richardson Wright, editor. Included 
are pictures and plans of typical pre- 
fabricated houses. 


No. 856. Photoplay Builds Depart- 
ment Store Traffic for the Adver- 
tiser Through Its Monthly Fashion 
Service to Stores and Readers. 


For the benefit of Photoplay adver- 
tisers, all leading department stores 
in America receive each month this 
Photoplay fashion bulletin service. 
Included are reprints of advertise- 
ments of manufacturers who use 
Photoplay regularly, and whose ad- 
vertising Photoplay merchandises to 
department stores in this manner. 


Recovery in Residential 


A Symposium on Prefa- 


No. 804. Midwest Farm Papers Mar- 
ket Data. 


The 21,594,712 people living in the 
midwest states are neatly pigeon- 
holed in this data compiled by the 
research department of Midwest 
Farm Paper Unit, Inc. Population 
distribution is given in racial and 
national groups, and numbers, as 
well as percentages, of population 
are shown for farms, villages, towns 
and cities. 


No. 816. International in Appeal. 


Complete editions in England and 
Germany, special sections in a 
Swedish, a Norwegian and a Danish 
magazine are described in this 
brochure issued by True Story 
Magazine to show the fundamental 
appeal of True Story’s editorial 
formula. 


No. 852. A Directory of Automobile 
Dealers in Kentucky and Southern 
Indiana. 


This booklet, issued by the Cour- 
ier-Journal and Louisville Times, 
contains a listing of passenger car 
dealers by counties and cities, and 
shows, also, the number of families 
and passenger car resignations in 
1934, and the daily and Sunday cir- 
culation of the two papers. 


No. 840. Metropolitan Long Island 
Prophets and Profits. 1935 Facts 
and Figures. 


The first of these books, compiled 
for and published by the Nassau 
Daily Review in 1930, is a survey of 
present and potential business of 
Metropolitan Long Island. It con- 
tains statistics on banks, schools, 
churches, transportation, and a list 
of business concerns, and indicates 
the buying power of the population. 
Charts tell the story of coverage of 
the market by the Daily Review as 
compared with other newspapers. 
The second booklet contains 1935 fig- 
ures on the Metropolitan Long Island 
market which fulfill the prophecies 
of business and population increase 
and circulation coverage made in the 


1930 study. 


THE REAL PROSPECT FOR TOYS 


—Chicago Daily News 


If the fellow who is going to use them had to do the asking. 


Still Going 

To the Editor: Your Photographic 
Review of the Week used the past 
tense in speaking of the display of 
the work of Thomas Benrimo in our 
galleries. 

The truth is that the show has 
proved so interesting that it is being 
held over for the whole month of 
January. 

EveELLYN Davlis, 
Artists Guild, Inc., New York. 
. F 


Uses Dad's Spelling 

To the Editor: Your Dec. 16 is- 
sue reported the appointment of 
Erwin, Wasey & Co. to serve the Pro- 
gressive Clothing Mfg. Company, plus 
the erroneous news that “W. C. Well- 
man” of the Philadelphia office is the 
executive on the account. 

Accuracy in spelling being one of 
the virtues of our craft, the offended 
account executive hastens to assure 
you that he is decidedly a “well man,” 
but spells his name “Hellman” just 
like his old man always spelled it. 

Watrter C. HELLMAN, 
Erwin, Wasey & Co., Philadelphia. 


7 VF 


Wants Cartoons Put 


into Single Volume 

To the Editor: Have you ever con- 
sidered putting a collection of the 
eartoons which appear on your edi- 
torial page into a book? 

It seems as though every advertis- 
ing man would be mightily pleased 
to receive such a unique collection of 
advertising humor. 

W. H. LAvuGuHLIn, 
Collier Advertising Service, 
New York. _ 


7 vv 


The Wolf Awards 


To the Editor: I want to call to 
your attention an ambiguity in your 
story on the Irwin D. Wolf awards 
competition in the last issue of 
ADVERTISING AGE. 

The Irwin D. Wolf awards are 
made to outstanding packages placed 
on the market during the calendar 
year, and packages may be entered 
in competition for the awards by 
any company in the country. The 
exposition is quite another matter, 
and no company or individual enter- 
ing a package in the Irwin D. Wolf 
awards competition need have any 
concern with the Exposition (except 
that he will probably be interested 
in attending it). Your story gives 
the impression that packages are en- 
tered in the exposition, which is not 
the case. 


Although both the annual packag- 


Voice of the Advertiser 


ing expositions and the Wolf awards 
competitions are sponsored by the 
American Management Association, 
the two retain separate identities, 
since they are, in fact, two separate 
and distinct events. The exposition 
is a show of all the equipment, ma- 
chinery, supplies and services vital 
to the user of packages. The Irwin 
D. Wolf Awards seek to give recog- 
nition to packaging achievement in 
an entirely different way. 

The only connection the awards 
have with the exposition is that all 
entries in the competition are ex- 
hibited in the exposition. It is, of 
course, not necessary for any entrant 
to take space in the exposition in 
order to enter the Wolf awards com- 
petition. As a matter of fact, whereas 
naturally it is the manufacturers of 
packaging materials, machinery and 
services that exhibit in the exposi- 
tion, entry in the annual competition 
for the Irwin D. Wolf awards have 
always come preponderantly from 
companies engaged in consumer mar- 
keting, and as such the competition 
has always been of outstanding in- 
terest to the advertising profession. 

S. Poiak, 
Irwin D. Wolf Award, 
Administration, New York. 


Color Dealer Tie-ups 
with National Copy 


To the Editor: We recently placed 
an advertisement for Thompson & 
Holmes, distributors for Zenith ra- 
dios, which may interest you, as it 
marks a departure in the use of color 
advertising in newspapers in this 
area, and perhaps nationally. It in- 
volved use of a national advertise- 
ment in color surrounded by dealer 
tie-in ads, also in color, run at the 
dealer’s local rate. 

Each of the advertisements was 
billed separately (the national adver- 
tisement to the agency and each local 
advertisement to the dealer signing 
it) and for this reason the whole idea 
presented a problem in acceptance of 
color advertising which was settled 
only by the publishers of the news- 
papers personally. 

As the minimum color space ac- 
cepted in Bay Area papers is one-half 
page, the question arose over the ac- 
ceptance of one column by 89 line ad 
in color, separately billed, even 
though it related to the other adver- 
tisements on the page, 

Copy was accepted, however, be- 
cause all advertisements were on the 
same product and, all together, the 
color space greatly exceeded the re- 
quired half-page minimum. 

EMERSON Foore, 


Advertising, San Francisco. 
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POWER OF PAID 
TESTIMONIAL IS 
WANING: WALKER 


New Book Takes Crack at 
Socialite Hobby 


New York, Dec. 26.—Advertising 
featuring the paid indorsements of 
celebrities, particularly testimonials 
of social personages, cannot be suc- 
cessful much longer, Stanley Walker, 
formerly city editor of the New York 
Herald Tribune, asserts in his an- 
thology of American bad taste, “Mrs. 
Astor’s Horse,” recently published 
by Stokes. 

In a chapter titled “The Twilight 
of a Great Game,” he directs an elo- 
quent barrage at what he terms “the 
testimonial business, or racket.” A 
severe blow at this advertising prac- 
tice, he infers, was the suit brought 
by Crawford Burton, gentleman 
jockey, against a manufacturer 
for half a million dollars, on the 
grounds that a photograph used in a 
cigarette advertisement was suscept- 
ible of being regarded as represent- 
ing him as physically deformed, and 
had made him the _ subject of 
“innumerable lewd and obscene re- 
marks.” This case was dismissed in 
federal court. 

Citing Harry Bull, editor of Town 
é Country, as authority, Mr. Walker 
adds as further reason for the de- 
cline of testimonial advertising ef- 
fectiveness, the avidity of socialites, 
especially women, to endorse any- 
thing “from bust developers to mo- 
tor cars.” 


Traces History 


Mrs. Anna _ Steese Richardson, 
prominent writer and lecturer, re- 
cently said, he recalls, that “the day 
is past for selling cold cream, mat- 
tresses and cigarettes to the women 
of the ‘sticks’ on the testimony of 
Mrs, Astorbilt.” 


He traces briefly the history of the 
testimonial from Harriet Beecher 
Stowe, who endorsed a chocolate, to 
Jimmy Braddock’s testimonial for 
Kelpamalt. Dr. Oliver Wendell 
Holmes, Washington Irving and 
former President Van Buren, he re- 
veals, said a kind word for an as- 
thma remedy. Constance Talmadge 
set an all-time high with testi- 
monials for eight different products 
in a single issue of a national maga- 
zine. 


Mr. Walker describes Cornelius 
Vanderbilt, Jr., as “seized with a 
coughing spell” while smoking an 
unaccustomed cigarette for the testi- 
monial photograph, and asserts that 
the price of this indorsement was 
$1,000. Mme. Schumann-Heink, he 
says, indorsed a cigarette, although 
she never smoked. 

On facing pages, he describes the 
testimonial campaign of a cold 


WHAT HELP DO 
YOU NEED? 


For facts, figures and market 
data about the 1% billion dol- 
lar baking ogee! come to 
BAKERS” HELPER, this in- 
dustry’s leader for almost a 
half century. 

the data you need en, tear out 
advertisement, attach your letter. 
head and mail to us. 


Oo “Baking Industry Facts and 


Figures,” a market data 
folder. 
0 “Selling a, ” an every 
} na ‘ from the “Bak- 
0 Sample onan rom 
ing Industries Blue Book.” 


Oo Copies of BAKERS’ HELP- 
ER, issued a 

oO Audit Bureau reula- 
tions statement. 


“Y MAGAZINE / BAKERY PRACTICE of MANAGEMENT 
HELPING BAKERS SINCE 1887 
di 


(2% South Wells Street, 
Chicago, Ill. 


cream company, and quotes Stanley 
Resor’s defense of the emulation 
technique of advertising. J. Walter 
Thompson Company, of which Mr. 
Resor is president, handles the ad- 
vertising of Pond’s Extract Com- 
pany. 

Mrs. O, H. P. Belmont, Mr. Walker 
writes, received $1,000 for the cold 
cream indorsement; Mrs. Cornelia 
Biddle, $500; Julia Hoyt, $500, and 
Queen Marie of Roumania, $2,000 
and “some trinkets.” Others who 
spoke kindly of the cold cream were 
Duchess de Richelieu, Lady Mount- 
batten and Mrs. Marshall Field, Sr. 

The Queen of Spain is said to have 
held out for the record price of $20,- 
000, for indorsing the cold cream. 
Anne Morgan, Mrs. Conde Nast, Mrs. 
Adrian Iselin II, Mrs. William E. 
Borah, and Marjorie Oelrichs attrib- 
uted their perfection to the same 
cosmetic. Mrs. Alice Roosevelt Long- 
worth is said to have received $5,000 
for a similar statement. Lady Diana 
Manners’ likewise endorsed’ the 
cream but was then so lacking in 
diplomacy as to give an interview 
in which she said that her beauty 
was due to “fresh air, exercise and 
plenty of ordinary soap and water,” 
according to the author. 

The perils of advertising agency 
practice are strikingly demonstrated 
by Mr, Walker in his description of 
an experience of the agency with a 


DISPLAY FOR ITALIAN BALM WEEK 


Window and counter el developed by Campana Corp., Batavia, 


Ill., for special event 


anuary 17-25. 


It will support augmented 


advertising. 


corset account, in soliciting the serv- 
ices of Sally Rand in merchandising 
the product. Mr. Walker writes that 
Miss Rand, recognizing that she was 
faced with a knotty problem and 
having discovered that thinking 
came easier with her clothes off, ab- 
sent-mindedly proceeded to discard 


her apparel. The agency officials, 
Mr. Walker reports, were “upset.” 


Chicago Agency Expands 

Phelps-Engel- Phelps, Inc., has 
moved from 700 N. Michigan Ave. to 
larger space in the Palmolive Bldg., 
Chicago. 


Colgate on Three 
Columbia Programs 


Palmolive shaving cream will make 
its debut on radio through a series 
of weekly dramatizations of achieve- 
ments of the nation’s peace officers, 
to be written, produced and played 
by Phillips Lord, on a nation-wide 
CBS network. The program will be 
heard each Wednesday from 10 to 
10:30 p. m., EST, with the exact 
starting date in January to be an- 
nounced soon. 

The “Palmolive Beauty Box 
Theater” will be heard for the first 
time on a CBS network, on Jan, 11, 
from 8 to 9 p. m., EST, with a re- 
peat broadcast to the Pacific Coast 
from 11 to 12 p. m., EST. The pro- 
gram promotes Palmolive soap. For 
Super-Suds, Colgate will offer a new 
CBS vehicle by Gertrude Berg, to be 
presented five days a week, Monday 
through Friday, title, time and start- 
ing date to be announced. 


Plans to Publish 


“Commerce Review” 


Associated Commerce Bureau, 21 
W. 10th St., Kansas City, Mo., plans 
Associated Commerce Review, a new 
publication for real estate and busi- 
ness brokers, banking interests, 
building and loan associations, and 
insurance companies. 

J. N. Joerger, formerly with DePuy 
Publications of Des Moines, will be 
manager, with W. E. Lincoln as 
editor. 


tomers are TIME readers. They are the ones who 
want what they want—get it or else—and expect to 


pay for it. 


That’s why so many advertisers of products you 
sell give you extra support among these most profit- 
able customers by advertising in TIME. 


TIME 


The Weekly Newsmagazine 


Number 198 in Time's campaign in dealer trade 


own customers. 


for the Loss — Gobbler! 


You know this bird. He (or she) comes tripping 


into your store lured by bargain bait, gobbles up 
the loss leader, and trips out. 


Among TIME readers loss leader gobblers are 
conspicuously absent. In fact, your own best cus- 


papers of several fields. In 1936 this campaign will con- 
tinue to interpret magazine advertising in general, and 


Time advertising in particular, in terms of the dealer's 


TIME 
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NEW VOLUNTARY 
CHAIN FORMED 
IN DRY GOODS 


Kansas City Wholesale House 
Dominant Factor 


Kansas City, Mo., Dec. 26.—Dem- 
onstrating that there is still a place 
in the scheme of things for the alert 
wholesale dry goods house, Smith- 
McCord-Townsend Company, one of 
the oldest jobbers in this territory, 
will become distributor Jan. 1 for 
several hundred independent dry 
goods and apparel merchants of this 
area who will operate as Master 
Products Association. 

Under this plan, the company 
abandons its service to retailers as 
a whole, restricting distribution to 
members of the association. 

“The wholesaler who tries to 
operate on traditional lines is defin- 
itely out of the distributing pic- 
ture,” commented Howard C. Brown, 
vice-president and general manager 
of Smith-McCord-Townsend Company. 

“But his experience, facilities, and 
knowledge equip him to provide a 
valuable service to independent re- 
tailers who grasp the opportunity 
to organize and operate as multiple 
unit groups, 


Advantages of Plan 


“Such retailers will enjoy advant- 
ages of group buying and of expert 
service in all phases of promotion at 
relatively low cost due to spread of 
expense. They will do a better and 
more aggressive job of selling in 
their respective communities.” 

Smith-McCord-Townsend Company 
has not distributed shoes or millin- 
ery in the past. Under the new 
set-up it will stock any merchandise 
desired by members. 

The new association is divided in- 
to geographical zones. A represent- 
ative elected by members in each 
zone will attend meetings in Kansas 
City every six months at which types 
and lines of merchandise to be fea- 
tured will be determined. It is said 
that nationally advertised lines will 
be given preference. 


To Limit Membership 


This plan represents fruition of 
an innovation made on an experi- 
mental basis, Smith-McCord-Town- 
send established a special depart- 
ment Jan. 1, 1935, to serve selected 
retailers who agreed to buy a sub- 
stantial proportion of their require- 
ments from the firm. This service 
included not only merchandise, but 
guidance on every phase of store 
operation. The plan was placed on 
a reciprocal basis, retailers indica- 
ting the type of merchandise which 


point, held its annual stag Dec. 16, with 300 present. 
club has 335 members, 300 of whom attended the party. The 


PEORIA CLUB IN ANNUAL CELEBRATION OF CHRISTMAS 


Peoria Advertising and Selling Club, which claims to be the largest in the i. from the per capita view- 
s 


The snappy props are 
driving power: standing, 


icture. The 
. T. Rafferty 


own in this 


and Sam C. Zinser, co-chairman for the stag; seated, Wm. H. Kinsall, secretary-treasurer; John H. Roth, Jr., 


membership chairman; Joseph H. Wiley, president; C. A. Radford, Bi 
Brons, vice-president; Wallace M. Snow, and Floyd Shannon. 


Four Railway, Cincinnati; Ray 


sold most readily and was otherwise 
most desirable. 

A limit of 500 has been established 
on membership in the Master Prod- 
ucts Association. Among products 
which have already received approv- 
al are those manufactured by Mar- 
shall Field & Co., Chicago. 

Campbell D. Glover, for six years 
advertising counsel for Smith-Mc- 
Cord-Townsend, and for the last two, 
advertising manager, will head the 
advertising staff of Master Products 
Association. Robert S. Payton Com- 
pany, which for many years has 
specialized in sales events for 
profitable reduction of inventories, 
will serve the association in this spe- 
cialized field, with emphasis on 
stock analysis and special sales. 


Westinghouse Plans 


Special Broadcast 


Celebrating its 50th birthday, West- 
inghouse Electric & Mfg. Company 
will hold a “family gathering” Jan. 8 
for the 12,000 employes in its Pitts- 
burgh district, with simultaneous 
meetings of Westinghouse employes 
in every important Westinghouse 
branch. 

The complete Pittsburgh program 
will be broadcast to all other meet- 
ings over Westinghouse’s own short 
wave transmitter W8XK. It will run 


from 8 to 10:30 p. m., EST. 


EDWIN 


STRATEMEYER 
OF 
NEWARK 


WROTE 
800 BOOKS! 


EMEMBER “‘The Rover Boys?” That's 

him. Edwin was far and away our 
most prolific word slinger. During his 
hectic and honorable career, he ground 
out the staggering total of eight hun- 
dred books for kids, of which more than 
twenty million copies were sold! 

And that, men, was banging the old 
keyboard with a vengeance! 

Just thought we would mention it in 
passing, so you'll know who the great 
American author is the next time the 
argument comes up. 

And when they ask you where you got 
such an outstanding piece of information, 
tell them to always read the advertisements 
of P. & A., makers of Ad-Electros, Mats, 
Stereotypes and Nickeltypes that measure 
up to strictest advertising requirements. 


Electrotypes - Nickeltypes - Stereotypes: Matrices 
Phone HARrison 3732 - 712 Federal St., Chicago 


Laundry Turns 
National Copy 
To Advantage 


Kansas City, Mo., Dec. 26.—The 
reader who has tried all of the na- 
tionally advertised methods of 
heightening sex appeal may find the 
solution of her troubles in its serv- 
ice, Faultless Laundry & Dry Clean- 
ing Company, Kansas City, suggests 
in a newspaper series. 

The laundry copy is given the 
“letter to love editor” angle, as fol- 
lows: 

“Dear Miss Steward: Honestly, 
I’ve tried everything. I’ve made sure 
to have no B. O.; I’ve rinsed my un- 
derthings in delicate soaps; I’ve 
eaten those little square cakes of 
‘food’; I’ve eliminated all possible 
causes I know and even taken a 
course in being charming. But still 
the boy I love won’t react the way 
he should. Do you have any sug- 
zestion?—Discouraged Reader.” 

The answer given by “Miss Stew- 
ard” for the laundry: 

“If it were me, I’d change boy 
friends, But you’re not me—and all 
I can suggest is that you let Fault- 
less keep your dresses and coats 
spick and span—odorless and in 
proper condition. We can do that for 
you.” 


Whitman Fights Use 
of “Instant” Mark 


Stephen F. Whitman & Son, Inc., 
Philadelphia, has filed a bill of com- 
plaint at Milwaukee, in Federal Court, 
seeking to restrain Robert A. John- 
ston Company, Milwaukee, from using 
on its containers, labels or wraps ap- 
plied to chocolate the mark “Instant.” 
The plaintiff’s trade-mark is “Instan- 
taneous.” 

The Philadelphia firm maintains 
that it began using this trade-mark 
about 1877. 


Seek Oldest Chevrolet 


Chevrolet Motor Company’s one 
millionth car of 1935 production will 
be presented to the owner of the 
oldest Chevrolet licensed and in regu- 
lar use in the United States. Co- 
operation of newspapers and dealers 
has been enlisted to find the car and 
its owner. The 1935 “millionth 
Chevrolet” came off the assembly line 
at Flint Dec. 12. 


Gould to U. S. News 


Anthony R, Gould has resigned as 
circulation manager of Child Life, 
Chicago, to become assistant pub- 
lisher of United States News, Wash- 
ington, D. C. 


GOODRICH GOES 
INTO NEW YEAR 
WITH 6 AGENTS 


Akron, 0., Dec. 26.—Five advertis- 
ing agencies are being used by B. F. 
Goodrich Company in a_ unique 
multiple-agency set-up. Four of the 
agencies operate on a /iull-fledged 
service basis, the fifth doing special 
work at intervals. The newest 
agency to be added by Goodrich is 
Amos Parrish & Co., of New York, 
which will direct advertising of 
bathing wear and drug sundries of 
both Goodrich and its subsidiary, 
Miller Rubber Company. 

Other agencies used are: 

Ruthrauff & Ryan, New York, for 
Goodrich passenger car tires, bat- 
teries and accessory lines. 

Griswold-Eshleman, Cleveland, for 
Goodrich mechanical goods, and 
truck and industrial tires; Miller 
mechanical goods, toys and balls. 

McCann-Erickson, New York, for 
Goodrich and Hood rubber footwear. 

Amos Parrish & Co., New York, 
for Goodrich and Miller bathing wear 
and drug sundries. 

Fuller & Smith and Ross, Cleve- 
land, for Hood, Miller, Diamond and 
Brunswick tires. 


Center of Networks 


Activities of these five agencies 
converge in Akron under general 
supervision of Philip C. Handerson, 
Goodrich director of advertising. In 
the Goodrich organization, under 
Mr. Handerson’s general direction, 
is a separate advertising department 
for each major line of merchandise. 
Each works directly with its respec- 
tive agency. 

Goodrich passenger car tire, bat- 
tery and accessory advertising comes 
under immediate direction of Frank 


T. Tucker, who also handles Good- 
rich truck and industrial tire ad- 
vertising, thus giving Mr. Tucker 
contact with two agencies—Ruth- 
rauff & Ryan and Griswold-Eshleman. 

H. E. VanPetten is advertising 
manager working with Griswold- 
Eshleman on Goodrich mechanical 
goods and Miller mechanical goods, 
toys and balls. 

Goodrich-Hood footwear advertis- 
ing, clearing through McCann-Erick- 
son, is handled at the Goodrich-Hood 
footwear factories in Watertown, 
Mass. M. N, Terry is advertising 
manager on Goodrich and Miller 
bathing wear and drug sundries, ad- 
vertising of which is now directed by 
Amos Parrish & Co. L. T. Greiner 
is in charge of advertising of the 
Associated Tire Lines. 


Intricate Sales Problems 


Manufacturing as it does, more 
than 32,000 different rubber commodi- 
ties in its Akron and Los Angeles 
factories and footwear factories in 
Massachusetts, and being active in 
sO many separate and distinct na- 
tional markets, B. F. Goodrich Com- 
pany finds the multiple-agency sys- 
tem highly effective, Mr. Handerson 
said. Each line of merchandise has 
its own distinct market and must 
have an advertising and sales policy 
equally individual. 

On its Goodrich tire, battery and 
accessory lines the Goodrich Com- 
pany uses national magazines and 
newspapers, supplemented by direct- 
mail campaigns to and for tire and 
accessory distributors. The major 
part of the Goodrich advertising ap- 
propriation is devoted to these 
products. 

Current changes in the Goodrich 
line-up: 

S. M. Strong, formerly sales promo- 
tion manager of the New York dis- 
trict, has been assigned to the re- 
tail advertising division at Akron. 

C. W. Wacker, formerly assistant 
manager of the group buying and 
selling organization, has been ap- 
pointed Western representative on 
national account sales, with head- 
quarters in Chicago. He succeeds 
H. C. Krimmel, transferred to the 
manufacturers’ sales division. 

R. E. Hower has been named 
Goodrich special Pacific Coast repre- 
sentative on national account sales. 


Florists Name Agency 


The Flower Show Committee of the 
Society of American Florists and 
Ornamental Horticulturists, sponsor 
of the 17th National Flower and 
Garden Show to be held in Baltimore 
March 14-22, 1936, has appointed 
Hoffman Brothers Company, Balti- 
more, to handle advertising. H. L. 
Hoffman is account executive. News- 
papers, magazines, radio, direct mail 
and outdoor will be used. 


McAskill Leader 
of Miami Club 


L. C. McAskill, advertising mana- 
ger of the Miami, Fla., Herald, was 
elected president of the Advertising 
Club of Miami Dec. 17. Other new 
officers: 

Norman MacKay, program direc- 
tor of WQAM, and John M. Shep- 
herd, manager of the Mayfair 
Theater, vice-presidents; B. E. Clark, 
Loomis & Hall, secretary. Joseph 
Condermann was reelected treasurer. 


Curtis Uses Radio 


On behalf of the Saturday Evening 
Post, Curtis Publishing Company, 
Philadelphia, has launched a pro- 
gram of one-minute announcements 
over KNX, Hollywood, Cal., through 
The Simpers Company, Philadelphia. 


Glenmore Expands 


Glenmore Distillery, Louisville, 
Ky., has added a new automatic bot- 
tling line to its plant, to meet mount- 
ing demand for Kentucky straight 
whiskies. 


A NEW CATALOGUE 
OF $10 PHOTOGRAPHS 
FOR ADVERTISERS 


Send $5 (refunded with first order) for new spiral 
bound Sth edition of “Reserve Illustrations.”” Over 
1000 subjects, covered by model releases, ready to use. 
Catalogue also on approval (U. S. only) if you prefer. 


_, UNDERWOOD & UNDERWOOD 


NEW YORK 


CHICAGO DETROIT 
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After personally interviewing and asking 29,000 men and 


women what they noted and read in the Sunday paper, 


the Gallup Research Bureau reports that readers of ad- 


vertising in rotogravure outnumber readers of advertising 
in other sections by an average ratio of 3% to 1. That's 
what we mean when we say there are 56 ounces to the 


pound in rotogravure. 
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"Early in 1934 we made a careful survey of one of our 
major territories with the idea of making a concentrated 
drive on our Faultless NOBELT Pajamas." 


300 POTENTIAL OUTLETS 


"We found that about three hundred towns in the area had 


strong men's wear outlets which were possible of develop- 
ment into good customers. So we decided on a campaign 
calling for four rotogravure ads totaling $3,500 lines." 


BEFORE ADVERTISING STARTED 


"On the strength of this campaign our salesmen booked, 
before the first ad appeared, a volume of orders far in 
excess of our total 1933 Fall Sales. Furthermore, before 
the season was over, satisfactory distribution had been 
secured in over 285 of the possible $00 outlets above." 


FACTORY PUSHED TO LIMIT 


"Most convincing and satisfying of all is the fact that 
our factory facilities were pushed to the limit to supply 
the demand. From every standpoint by which we can judge 
advertising, our rotogravure campaign last season on 
Faultless NOBELT Pajamas was a grand success." 
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@ Here is a typical example of the 
sales punch packed by rotogravure. 
On the strength of four ads, of 
which the one reproduced here 

is typical, Wilson Brothers’ sales- 
men booked more advance 
orders than they had total 
sales during the previous fall 

and signed up strong deal- 

ers in 285 out of a possible 
300 towns. 


@ As it demonstrated in the case of 

Wilson Brothers, rotogravure is the 

most logical answer to the problem 

of stimulating sales in one area or 

many. The reasons are instantly ap- 

parent to anyone who gives it a mo- 

ment’s consideration. Rotogravure’s 

circulation is concentrated where buying 

power and buyers are concentrated; its 

unequalled reader interest minimizes ad- 

vertising costs by minimizing advertising 

waste; and the beauty of its reproduction 

adds magazine appeal and distinction to the 

fundamental merchandising value of news- 
paper space. 
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i) RoTOGRAVURE 


@ Before you place your next news- 
paper advertising scheduie get full 
information on rotogravure. The 
complete report of the Kimberly- 
Clark Gallup study “Let 4,979,875 
Newspaper Readers Tell You What 
They Read on Sunday” contains 
much valuable information for you. 


It not only tells you the facts behind 


rotogravure’s 324 to 1 advantage in reader interest, but it more readers for your message. If you haven’t a copy of 
gives you a wealth of facts which have a direct bearing on this book at hand, the Kimberly-Clark advertising office 
devising copy and illustrative appeals which will secure in Chicago will gladly forward one to you. 


imberly 


Established 1872 © Neenah, Wisconsin 


NEW YORK CHICAGO LOS ANGELES 
122 East 42nd Street 8 South Michigan Avenue 510 West Sixth Street 
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FEW CONSUMERS 
INFLUENCED BY 
OUTSIDE ADVICE 


Advisory Bureaus’ Effect on 
Buying is Small 


Editor’s Note: This is the sixth 
of a series analyzing the results of 
an investigation of consumer belief 
in advertising made during the early 
summer of this year by ADVERTISING 
Ace with the assistance of an ad- 
visory committee of eight advertis- 
ing men and women. The field 
work, which was done by Ross-Fed- 
eral Research Corporation, netted 
2,517 completed personal interviews 
in ten cities. 

The complete questionnaire used, 
and the results of questions 1, 2, 3, 
4 and the related questions 7, 8, 9 
were discussed in the Oct. 28, Nov. 
18, Dec. 2, Dec. 16 and Dec. 23 is- 
sues, The current installment deals 
with the effect of consumers’ ad- 
visory services on the purchases of 
branded products. Additional ma- 
terial from the study will be pre- 
sented in future issues. 

All of the factual data used in 
these analyses has been prepared by 
Ross-Federal Research Corporation, 
but all conclusions drawn and all 
interpretative comments are those of 
the editors of Apvertisinc AGE. 


New York, Dec. 24.—(5) Are you 
influenced in your purchases by the 
various consumer advisory bureaus, 
such as Consumers Research? (6-a) 
Did you ever discontinue, or fail to 
purchase, @ product because of advice 
received from any of these bureaus? 
(6-b) What brand? 


It was the objective of these ques- 
tions to ascertain the interest, or 
lack of interest, of consumers in the 
various advisory bureaus, as well as 
the number who were actually en- 
dorsing these agencies by making 
use of information they supply. Con- 
sequently, the first endeavor was to 
learn whether the respondent was 
familiar with one or more of these 
services. 

This was done, not by asking the 
question directly, but by making 
three classifications of the answers 
to question 5, after the respondent 
had answered yes or no, or indicated 
his inability to do so because of un- 
familiarity with the services. Those 


Memphis Firm 
Promotes New 
Cough Drops 


Memphis, Tenn., Dec. 26.—Plough, 
Inc., maker of St. Joseph aspirin and 
the Penetro line, has introduced a 
new product, Penetro cough drops. 
The new product, along with other 
Plough products, is being promoted 
in the most aggressive advertising 
campaign in the history of the com- 
pany. 

Penetro cough drops are medi- 
cated, including the ingredients of 
Penetro. With 18 cough drops in 
each box, the new product will sell 
for five cents. 

About 90 per cent of the com- 
pany’s fall and winter advertising 
appropriation will be used for news- 


volunteering the information that 
they were not acquainted with such 
services were counted as non-sub- 
scribers. 


How They Answered 


It was thought that, since the con- 
sumer strives to appear at his best 
when interviewed under these cir- 


Replies to 6-a, nearly a reiteration 
of question 5, indicate that the 
recommendations of the advisory bu- 
reaus do not always have a positive 
effect on those who admit being in- 
terested: 


Answering 6-b, only 59 of the 65 
could, or would, name one product 
each which they had refused to buy 
because of advice received from con- 
sumers’ advisory bureaus. (See 
Table L.) 

The fact that some of the products 
named have received little, if any 
mention, in the reports of such bu- 
reaus, indicates that not all the re- 
spondents gave honest answers, un- 
less their intention was to show they 
did not buy a certain product be- 
cause a competitive product was 
recommended, The honesty of the 
six who did not name the product, 
or products, they had rejected might 
also be doubted. 


38 Products Named 


The 
classifications, as may be noted in 
the accompanying table, tied for 
leading position with 12 mentions 
each, followed by cosmetics with 
seven mentions. 

The 59 mentions were distributed 
over 38 products. Only three prod- 
ucts, Listerine antiseptic, Pepsodent 
tooth paste and Pebeco, received 
more than three mentions. 

In considering the answers to 
these three questions, the indication 
of the number who have rejected 
purchasing services after becoming 
familiar with them is of particular 
interest. The percentages are 32.54 
in answer to question 5 and 39.21 
in answer to 6-a, the latter being 
a more explicit query. 

A computation based on results 
from 6-a indicates that 6.5 per cent 
of those familiar with consumers’ 
bureaus are influenced by them. It 
is probable, however, that many who 
identified themselves as non-sub- 
scribers are non-subscribers’ by 
choice and should be included among 
those giving a negative answer. The 
percentage of 6.5 is based on the 
supposition that all non-subscribers 
were not familiar with the services 
and that, if they were, they would 
react as did those who were familiar 
with them. 

It seems more reasonable to the 
editors to believe that the percentage 
of those who would use the services, 
if the entire group studied were 
familiar with them, is somewhere 


paper advertising. 


between 2.34 per cent, the percentage 


KETTERLI 


Sales-producing Booklets, Folders, 
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Inserts, Calendars, Window 


Displays, Counter Cards, and 


Complete Direct Mail Campaigns. 
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antiseptic and dentifrice | 


naming a product they had rejected 
on advice of the bureaus, and 6.5 
per cent. 


Projection Too Great 


The two extremes would be lower 
were it not-for the fact that these 
services have had their greatest ap- 
peal to the type of consumer studied, 


cumstances, a direct query as to|i. e., middle and upper-middle class 
familiarity with the services would | in large centers of population. 
be construed as a suggestion to reply The smallest percentage is larger 
in the affirmative. than that which could be determined 
Question 5, when asked of 1,177| by projecting the known number of 
male and 1,340 female heads of fam-| paying subscribers to such services, 
ilies according to this method, pro-| who, when urban dwellers, are 
duced the following results: limited chiefly to members of coop- 
Do Not 
Yes No Subscribe 
No. % No. % No. % 
Oh eee eee 92 7.82 407 34.58 678 57.60 
EE seckin i es ck bee enenes 141 10.52 412 30.75 787 58.73 
WE Rds ews sae o% oe cdsanweas 233 9.25 819 32.54 1465 58.21 


eratives and Consumers Research, 
Inc. Governmental publications giv- 
ing advice on purchasing are circu- 
lated chiefly in rural districts. 

This difference might be inter- 
preted as a measure of the effective- 


Do Not 
Yes No Subscribe 
No. % No. % No. % 
BN ie as ce abana wee ae 22 1.87 477 40.58 678 57.6 
PE. so. x vacces spe en eRe 43 3.21 510 38.05 787 58.73 
a ne che een OES Ol 65 2.58 987 39.21 1465 58.21 


ness of the publications attacking 
advertised products and of the dis- 
semination of information by sub- 
scribers among. neighbors and 
friends. Another measurement of 
the effectiveness, or lack of effective- 
ness, of these two factors is the per- 
centage indicating they have rejected 
such advice. 


Hollingshead Named 
C-E Radio Chief 


M. A. Hollingshead, formerly head 
of the radio department of Campbell- 
Ewald Company, Detroit, has been 
appointed vice-president in charge of 
radio activities of Campbell-Ewald 
Company of New York, Inc. 

Louis Dean continues as radio de- 

artme anager of Campbell- 
wald of New York. 


Cowles, A. P. Veteran, 


Dies in California 


Paul Cowles, 42 years in the serv- 
ice of Associated Press, died Dec. 20 
in San Mateo, Cal., after an illness 
of several months. 

Following a varied career with the 
Associated Press, during which he 
handled many historic stories of four 
decades, Mr. Cowles retired in 1932. 


Three Join B. B. D. & O. 


John Toigo, R. B. Barton and Ed- 
ward Scriven have joined the Chi- 
cago office of Batten, Barton, Dur- 
stine & Osborn, Inc., as account ex- 
ecutives. Mr. Toigo and Mr. Barton 
were account executives, and Mr. 
Scriven, in charge of research and 
merchandising, of Lord & Thomas, 
Chicago. 


Palmer on Research 


James L. Palmer, professor of 
marketing in the school of business, 
University of Chicago, will offer a 
course on “Problems of Marketing 
Research” this winter at University 
College, 18 S. Michigan Ave., on 
Wednesdays from 7 to 9 p. m., for 
three months starting Jan. 8. 


New Daily Suspends 
The Louisville News and Enquirer 
suspended publication Dec. 17. The 
paper, first published Oct. 22, may be 
resumed in January under another 
name, according to B. I. Susong, rep- 
resentative of interests said to be 
seeking to purchase the paper. 


Joins Byren & Weil 
William A. Armstrong, formerly 
with Basil L. Smith System, has 
joined the copy staff of Byren & Weil, 
Philadelphia. 


Now Plaskon Company 

Toledo Synthetic Products, Inc., 
maker of Plaskon, urea molding ma- 
terial, has changed its corporate 
name to Plaskon Company, Inc. 


“Times” Promotes Murphy 

Francis S. Murphy, formerly busi- 
ness manager of the Hartford, Conn., 
Times, has been appointed general 
manager. The duties of business 
manager have been merged under the 


new title of general manager. 


Table L 


This table shows the products which consumers said they had 
discontinued using, or had failed to purchase, because of advice 
received from one or another type of consumer service. It embraces 
the answers to Question 6b. 


PRODUCT AND BRAND Total Mentions 
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FHOTEL 


PARK AVENUE AT 5ist STREET 
NEW YORK CITY 


Offers to visitors...a truly fine. 
hotel...A distinguished address 
..-A convenient location. Large 
luxurious single rooms from $5... 
double rooms from §7...suites $10 


* »-» Direction of J. C. Thorne a 
“a and J. J. Atkinson ies 
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Allen Buys Interest, 
Edits “State Journal” 


Henry J. Allen, former Kansas gov- 
ernor and U. S. Senator, has pur- 
chased a third interest in the Topeka 
State Journal, and will become editor 
Jan. 1. 

Mr. Allen formerly published the 
Wichita Beacon, 


Names Geyer, Cornell 


Combustioneer, Inc., Springfield, O., 
maker of Automatic coal burners, has 
appointed Geyer, Cornell & Newell, 
Dayton, O., as its agency. News- 
papers, magazines and direct mail 
will be used in a greatl-- expanded 
merchandising program. 


Shaver to Agency 


E. F. Shaver, formerly with Lee- 
Tex Rubber Products Corporation, 
Chicago, has joined Ford, Browne & 
Mathews, Chicago, as _ production 
manager. 


E-R-N Expands 
Eddy-Rucker-Nichols Company, 
Inc., has moved from 1430 Massachu- 
setts Ave., to larger quarters at 1400 
Massachusetts Ave., Cambridge, Mass. 


Thiokol Names Maloney 


Thiokol Corporation, Yardville, 
N. J., manufacturer of synthetic rub- 
ber, has appointed T. J. Maloney, Inc., 
New York, as advertising counsel. 


PRINTING 


“He Who Gains Time, Gains 


» Everything”—or inversely, lost 


time is total loss. The road that 
detours here and detours there 
may finally bring you to your 
destination, but at what cost! 
Why be so lavish of Time when 
it is the one thing about which 
you should be most solicitous? 
Why have your printing contin- 
ually detoured—one place for 
engravings, another for typeset- 
ting, and still somewhere else 
for presswork? When you give 
the complete job to Faithorn, 
you avoid all detours and way 
side stops. Your jobs steam 
merrily along; arrive on time— 
clean, handsome, fit. Now (with 
pardonable pride) we announce 
a Night Engraving Service 
of the highest order for the 
making of fine plates. Let us 
demonstrate the value of 3-in-l 
service. Phone Wabash 7820. 


Exceptionally well fitted to submit ideas, 
make layouts, prepare sketches and draw- 
ings—through every step of production. 


@ For years the 
American Seating 
Company has 
used FAITHORN 
3-in-1 complete 
Service. You, too, 
can now enjoy its 
many advantages. 


(Placed by the 
Bisberne Adver- 
tising Agency.) 


FINEST ENGRAVING 
FINEST TYPOGRAPHY 
FINEST PRINTING 


You can use one or all—just as you wish, 
but all are here, ready to serve you... 
Speed—economy—satisfaction assured. 


FAITHORN 


CORPORATION 
Telephone Wabash 7820 


504 SHERMAN STREET 
CHICAGO 


) NIGHT SERVICE. 


INFECTIOUS HUMOR MARKS KOPPERS POSTERS 


KOPPERS USES 
PROFESSIONAL 
CAST IN PLAY 


‘Laugh at Winter’ Is to Tour 
Dealer Points 


Philadelphia, Pa., Dec. 26.—An un- 
usual sales play, which Philadelphia 
Coke Company declares has already 
inspired dealer interest worth 15 
times its cost, appears destined to 
tour Eastern cities in the interest 
of other Koppers subsidiaries. 

The play, entitled “Laugh at Win- 
ter” and consisting of prologue, 
three acts, and epilogue, was writ- 
ten by Roy H. Warmee, retail mana- 
ger, and Harry B. Lose, wholesale 
manager, of Philadelphia Coke Com- 
pany. It is staged by a professional 
cast. 

The message which the play con- 
veys to dealers is summed up on 
the program cover: “Outdoor ad- 
vertising, plus newspaper advertis- 
ing, plus radio advertising, plus a 
product of merit, plus intelligent 
service, plus dealer effort, equals 
dealer profits and customer satis- 
faction.” 


A Smash Hit 


“Laugh at Winter” was originally 
written for local consumption. Two 
performances were given in October, 
the first under sponsorship of the 
Philadelphia concern and the second 
by the Rainey Wood Coke Company, 
Conshohocken, Pa. About 800 deal- 
ers and employes saw each per- 
formance. 

The play stimulated sales so ef- 
fectively that it was produced Dec. 
6 at the Towers Hotel, Brooklyn, at 
the request of Koppers Gas & Coke 
Company, Brooklyn division. A 
large audience of dealers and em- 
ployes in metropolitan New York 
witnessed the show. The play will 
next be produced in Boston, and 
then in other cities. 

The idea for the play was hit upon 
early in the fall, when a new 
medium was sought to present the 
season’s sales story for Koppers’ 
Coke. 

The play opens on an autumn eve- 
ning in the Martin’s living room with 
the family shivering and lamenting 
its heating worries. The first humor 
is injected when the disgruntled 
breadwinner observes from a win- 
dow that his favorite bathing girl 
poster across the street has been 
replaced by a Koppers “Laugh at 
Winter” advertisement. 


Making the Sale 


Next, Mrs. Martin finds an adver- 
tisement for Koppers in her news- 
paper. When the husband later 
hears of the merits of this fuel in 
the “Five Star Final” news broad- 
cast sponsored by Koppers, his wife 
decides it is time they give this fuel 
a trial. Undue interest in a blonde 
stenographer complicates Martin’s 
worries at the office the following 
day as he starts his telephone shop- 
ping for coke. 

Examples of good and bad sales 
talks by dealers are worked into the 
play, through sound amplification of 


telephone conversations between 
dealers and Mr. Martin. 

Dialogue includes the statement 
that the dealer presenting the “poor” 
talk, although doing “a lot of adver- 
tising,” is “still in the dark ages 
when it comes to merchandising.” 
Sales points stressed in the “good” 
sales talk, aside from the familiar 
statements that coke makes less ash 
and less smoke and affords faster 
combustion, are that Koppers Coke 
is not a by-product but a “refine- 
ment” of coal, with only such ex- 
traneous elements as tar, dirt and 
smoke removed, and that a ton of 
Koppers Coke contains all the solid, 
heat-giving elements derived from 
a ton and a half of the finest coal, 
therefore embodying more B.T.U.’s 
per pound than the raw fuel. 

In the prologue, Mr. Warmee, as 
narrator, cited insistence of Frank 
Bacon on rehearsals twice a week 
while he was playing in “Lightning,” 
despite the fact that he spoke the 
same lines nightly for six years. The 
dealer and the salesman must re- 
member as Bacon did, he points- out, 
that although they may be tired of 
the story, it is new to their pros- 
pects, 


Describes New Campaign 


Mr. Warmee also described the 
company’s current advertising ef- 
forts. The phrase, “Laugh at Win- 
ter,” has been carried into all adver- 
tising of Koppers Coke. Sales points 
made in the play are used in the 
company’s newspaper copy and are 
being adopted by dealers in their 
own advertising. 

The “laughing gnome,” a chuck- 
ling, round-headed, bodyless little 
character, is depicted in full-page 
newspaper space and on posters, 
laughing at winter, the latter char- 
acterized by a hunchbacked, hoary- 
whiskered fugitive. Spot announce- 
ments are used on the foreign 
language station WRAX in addition 
to the regular radio program. Three 
hundred thousand pieces of litera- 
ture and five million books of 
matches have been distributed. 


Mrs. Ogden Injured 
Edith Ogden, wife of Bob Ogden, 
member of the advertising staff of 
The New Yorker, was severely hurt 
in an automobile accident on Long 
Island. Bob, Jr., 15 months old, re- 
ceived minor injuries. 


e . 

Appoints Alfred Rooney 

Chapman Health Products Com- 
pany, Cleveland, O., proprietaries, has 
appointed the Cleveland office of The 
Alfred Rooney Company, Inc., for its 
advertising. Newspapers and spot 
radio will be used. 


WOR to Count Mail 


Effective in January, sponsors’ mail 
received at WOR, Newark, N. J., will 
be counted there for their conven- 
ience, bundled and tabulated. A card 
will be attached giving present and 
previous tally and the total. 


Becomes “Harvey Best” 


The name of Charles Gross and 
Associates, Inc., Philadelphia adver- 
tising agency, has been changed to 
Harvey Best Company, Inc. The or- 
ganization remains intact, change 
being in name only. 


Chase Starts Firm 


Frank Chase, for the past five 
years on the production staff of Na- 
tional Broadcasting Company, has 
resigned to establish a program 
building organization under his own 
name, with offices in RKO Bldg., 
Radio City, New York. 


Chicago Judge 
Upholds State 
Fair Trade Act 


Chicago, Dec. 26.—Constitutional- 
ity of the state fair trade practices 
act was upheld here Tuesday with 
the issuance by Circut Judge Benja- 
min P. Epstein of permanent injunc- 
tions restraining two Chicago liquor 
retailers from selling advertised 
brands of whisky at prices lower 
than those fixed by the manufactur- 
ers. 

Joseph Triner Corporation, dis- 
tributor of Schenley liquor products, 
obtained the injunctions against Carl 
W. McNeill and Joseph R. Oransky. 

The fair trade practices law, 
passed last July by the general as- 
sembly, applies only to branded prod- 
ucts on which a contract to maintain 
@ minimum price exists between 
many retailers and the distributor or 
manufacturer, Judge Epstein pointed 
out. 

“The act does not apply to any con- 
tract or agreement between produc- 
ers or between wholesalers or be- 
tween retailers as to the sale or re- 
tail prices,” he said. 


Hawkes Passes Away 


Charles Whitney Hawkes, who es- 
tablished the direct mail division of 
Sampson & Murdock Co., Boston, and 
was its manager for more than 20 
years, died recently at the Massachu- 
setts General Hospital at the age of 
52. He was a past president and 
served as director of the Mail Adver- 
tising Service Association for several 
years. 


Jaffe Forms Company 


Herman Jaffe, for 28 years in the 
printing business, many years as 
president of Clarence S. Nathan 
Press, later the Herald-Nathan Press, 
of which he was secretary-treasurer, 
has incorporated the Herman Jaffe 
Press at 11 Barrow street, New York. 


Rose Promoted 


John C. Rose, with Blackman Ad- 
vertising, Inc., for two years, has 
been appointed business manager of 
the New York agency’s radio depart- 
ment. Carlo De Angelo, radio direc- 
tor, will handle production and gen- 
eral supervision. 


“Criterion” Names Two 


Richard B. Birch, Jr., formerly 
Western editor, has been appointed 
managing editor of Mida’s Criterion, 
Chicago. Harry Chapperon, formerly 
editor of Beverage Retailer € Whole- 
saler, has been named Eastern editor 
in New York. 


Names Hoyt 
Richardson & Robbins Company, 
boned chicken and chicken broth, has 
appointed Charles W. Hoyt Company, 
New York. 


HARTFORD TELLS 
EDITOR HOW HE 
RUNS BUSINESS 


Quotes Ripley Philosophy in 
Color Page 


New York, Dec. 27.—An unusual 
New Year’s message to the public 
will be published Dec. 29 in The 
American Weekly by Great Atlantic 
and Pacific Tea Company in which a 
congratulatory letter from Arthur 
Brisbane is reproduced, with a reply 
from John A. Hartford, A. & P. presi- 
dent. 

The message will appear as a full 
page in colors. Thus in one adver- 
tisement, the man regarded by many 
as “greatest American editor” and 
the man who is usually considered 
the “greatest American grocer” ex- 
change greetings. 

Mr. Brisbane congratulated Mr. 
Hartford on the success of the A. & 
P. party at New York’s Madison 
Square Garden, attended by 20,000 
employees to mark the opening of 
Kate Smith’s A. & P. radio program. 

After recalling his acquaintance 
with the founder of A. & P., Mr. 
Brisbane referred to the statement 
of the late Edward P. Ripley, presi- 
dent of the Santa Fe Railroad, on the 
three necessities of business, namely, 
“to organize, deputize, supervise.” 
This, he said to Mr. Hartford, “you 
and your associates seem to have 
mastered completely.” 


Service to Industry 


“You would render a service to 
thousands of American business 
men, now struggling under a heavy 
load,” he continued, “and contribute 
to the education of the business men 
of the future, if you could tell, in 
words as simple as the management 
of your business, how you do it, and 
just how you have contrived to make 
it so simple.” 

Mr. Hartford explained in his re- 
ply that his “organization is an ex- 
tremely simple one,” its growth hav: 
ing been natural and slow. 

“Our business,” he continued, “was 
founded on the principle of buying 
economically and selling economic- 
ally, offering people the opportunity 
to live better by being able to buy 
better. 

“We give our customers what they 
want—the finest foods in variety and 
abundance—and at prices that every- 
body can afford. The money our cus- 
tomers save, helps them to buy bet- 
ter homes, educate their children 
better, and enjoy life a little more 
fully.” 

The copy was arranged by Calkins 
& Holden, Inc. Sherwood Smith is 
account executive. It will be dis- 
played in all A. & P.’s 15,000 stores 
Jan. 2. 


Get Miss Underhill 


Helen Bridge Underhill, formerly 
with the promotion department of 
Harper’s Bazaar, sales promotion 
manager of the Butterick Company, 
with J. L. Hudson Co. and McManus, 
John and Adams, Detroit, has joined 
Geyer, Cornell & Newell, New York, 
as assistant account executive. 


ABC Beer to Sun 
Sun Advertising Company, Toledo, 
O., has been appointed by ABC Cor- 
poration, St. Louis, Mo. 
Newspapers and posters will be 


used. 


You and your clients— 


should be interested in the distribution Chicago 
Journal of Commerce has among active executives in 
all lines of Central Western business. This newspa- 
per is the only source of complete daily news of busi- 
ness and finance in its territory. 
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FAA ANNOUNCES 
PROPOSED CODE 
FOR BEER COPY 


Washington, D. C., Dec. 26.—The 
Federal Alcohol Administration this 
week announced rigid rules to con- 
trol advertising and labeling of malt 
beverages which will be discussed at 
a hearing Jan. 7. The proposed ef- 
fective date is March 1, 1936. 

The new code would apply only to 
brewers doing an interstate business, 
and in the absence of state laws. 
Franklin C. Hoyt, FACA administra- 
tor, explained that the new regula- 
tions are “proposed at this time as 
general standards for the future in 
case any state may desire to adopt 
them.” 

In addition to detailed restrictions 
as to form, type, kind, and phrasing 
of advertising, the FAA reserves the 
right and power to prohibit “any 
statement likely to mislead the con- 
sumer.” 

The proposed code bars from ad- 
vertising of malt beverages: 

1. Any statement that is false or 
misleading in any material particu- 
lar. 


Frown on Disparagement 


2. Statements that are disparag- 
ing of a competitor’s products. 

3. Statements, designs, devices, 
or representations which are obscene 
or indecent. 

4. Statements relating to anal- 
yses, standards, or tests, irrespective 
of falsity, which the Administrator 
finds likely to mislead the consumer. 

5. Any representation relating to 
any guaranty, irrespective of falsity, 
which the Administrator finds to be 
likely to mislead the consumer. 

6. Any statement that the malt 
beverages are brewed, bottled, lab- 
eled, or sold under, or in accordance 
with any municipal, State, or Federal 
authorization, law, or regulation un- 
less the permit number is given. 

7. The words, “bond,” “bottled in 
bond” and similar phrases. 

Mandatory statements are speci- 
fied in connection with advertising of 
malt beverages. These include the 
name and city of the brewer, whole- 
saler, bottler, or importer responsi- 
ble for the advertisements. Street 
name and number may be omitted, 
however. 

The advertisement shall contain a 
conspicuous statement coresponding 
to the label of the class to which the 
product belongs. 

Statements of alcoholic content or 
percentage are banned, as_ are 
“strong,” “full strength,” and simi- 
lar words. Curative or therapeutic 
claims are proscribed. 


One at a Time 


To prevent confusion “two or more 
different brands or lots of malt bev- 
erages shall not be advertised in 
one advertisements (or in two or 
more advertisements in one issue of 


Golfing 


Are you old 


enough to remember 
sweating limp in the summer 
before sensible summer-wear 
was popularized by golf club 


members? Then you're old 
enough to know what GOLF- 
ING’s 300,000 private golf club 
member circulation can do for 
you. 


Fas ees 


Unusual background for Christmas poster encountered by a plant man. 


COCA-COLA SANTA CLAUS GREETED BY FLOOD 


Donnelly Ads 
rs 


river near Chelsea, Mass. 


Pick Benton & Bowles 


Eastern Air Lines, flying planes 
from New York and Chicago to 
Miami and New Orleans, have ap- 
pointed Benton & Bowles, New York. 
Newspapers will be the primary 
1936 medium. James S. Adams, 
agency vice-president and general 
manager, will serve as account repre- 
sentative. 


Issues Drug Bulletin 


The Proprietary Association, New 
York, has started a new bulletin serv- 
ice for associate and active members 
in the form of a digest of stipulations 
of the Federal Trade Commission 
affecting advertising of drug prod- 
ucts. The information will aid in 
preparing; copy in conformity with 
Commission interpretations and 
regulations. 


Industrial Resumes 


Russell, Burdsall & Ward Bolt & 
Nut Company, Port Chester, N. Y., 
one of the oldest in its field, will re- 
sume advertising in 1936, using two- 
color inserts in a number of publica- 
tions. O. S. Tyson and Company, 
Inc., New York, handles the account. 


O’Neill to Kudner 


Neville O’Neill, formerly with Olm- 
stead, Perrin & Leffingwell, Black- 
man Company and J. Walter Thomp- 
son Company, has resigned from This 
Week to join the copy staff of Arthur 
Kudner, Inc., New York. 


a periodical) if the advertisement 
tends to create the impression that 
representations made as to one brand 
or lot apply to the other.” 

The regulations apply to all forms 
of advertising, except outdoor adver- 
tising in place on June 18, 1935, but 
“shall apply to that upon replace- 
ment, restoration, or renovation.” 

Labels must give the following in- 
formation: 

1. Brand name; class and type. 
2. Name and address. 3. Importer, if 
from out of the country. 4. Alcoholic 
content, if required by state law. 

Labeling requirements are specific 
as to backgrounds, size of type and 
other data. Printing must be 8-point 
Gothic or larger. 

The new regulations will bar many 
phrases hitherto used in advertising 
malt beverages, such as “tonic,” 
“made from choice malt,” “this prod- 
uct is properly aged and excels other 
beers in richness and _  flavor;” 
“tasted and tested to assure highest 
quality;” “guaranteed to consumer;” 
“warranted;” “certified,” etc. 


Bachenheimer-Dundes 


Expand Their Staff 


Godfrey J. Gaumburg, formerly art 
director of Gardner Company, St. 
Louis; Reincke, Ellis, Younggreen & 
Finn, Chicago, and Porter Corpora- 
tion, Boston, has joined Bachen- 
heimer-Dundes, Inc., New York, as 
art director. 

E. T. Scowcroft, formerly real es- 
tate editor of the New York Evening 
Post, has joined the agency, in charge 
of real estate publicity. 

The Half Moon Hotel, Coney Island, 
has appointed Bachenheimer-Dundes, 
Inc., as its advertising agency and 
plans to use local and national news- 
peoere, trade magazines and direct 
mail. 


‘|‘State Farmer’ Becomes 


Rotogravure Supplement 


The State Farmer Section, monthly 
agricultural supplement of 232 South- 
eastern newspapers, Fletcher, N. C., 
in January changes from black and 
white to all-roto, adding several pic- 
ture pages and an_ illustrated 
women’s section in addition to agri- 
cultural news featured in the past. 

This applies to three of the four 
localized editions devoted to specific 
farming conditions in the states 
served. The fourth division, Florida 
Farm and Grove, continues black and 
white with rotogravure insert. 


Sponsors Competition 
H. A. Salzman, New York public 
relations counsel, is sponsoring a 
competition at New York University, 
three prizes being posted for the most 
effective promotion plan for shoes, 
cosmetics, furniture or coffee. 


Hanson Joins Ivel 

Thurland Hanson, formerly art 
director of Forbes Lithographic, 
Niagara Lithographic, Wendell P. 
Colton and McCann-Erickson, Inc., 
has joined Ivel Corporation, New 
York window displays and exhibits, 
as art consultant. 


is necessary business insurance. 


i 


31 BRANCHES 


A few of our clients: 
Vick Chemical Co.; J. B. Williams Co.; Gillette Safety Razor Co.; Time, Inc.; Gerber Products Co. 


3700 BONDED FIELD REPRESENTATIVES e 


“Yes, we carry it, Mister, but...” 


We're all ears when the druggist says, But." When a good product doesn't move the 
way it should, there's usually a good reason. An over-rigid credit policy may have 
nullified smart sales effort; the competitor's advertising may be better tuned to the 
market; a new retail deal may have blocked out your share of the business; there may 
be a definite swing to another type of merchandise which does the job better and 
cheaper. You must know the facts. Over 100 clients have found that our unique ability 
to get the facts in every worthwhile market in America . . . hot off the griddle .. . 


Send for "The Woods Are Full of Experts, But . . .” 
It's terse, it's frank, and it's about us. 


ROSS FEDERAL 
. RESEARCH CORPORATION 


EXECUTIVE OFFICES: 6 EAST 45th STREET, NEW YORK, N. Y. 
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SHELDON DEAD; 


FOUNDED HOME 
SALES COURSES 


Became Famous with Gospel 
of Mutual Benefit 


(Picture on Page 1) 
Chicago, Dec. 24.—Advertising and 
sales executives throughout the 
world today mourned Arthur Fred- 
erick Sheldon, founder of the Shel- 


. don School of Scientific Salesman- 


ship, Chicago, who died Saturday of 
a heart attack at his home in Mis- 
sion, Texas. 

In 1902 Sheldon offered the first 
printed course in salesmanship. 
Since that year, 250,000 men and 
women have been trained in sales- 
manship by the Sheldon method and 
more than 11,000 firms have used the 
Sheldon School’s services. 

Under Sheldon’s direction, the 
school gave correspondence training 
in salesmanship to people through- 
out the world. Advertising space was 
used liberally to promote the school. 
In recent years, the work of the 
school has been largely that of staff 
training for large companies. 

Sheldon was born at Vernon, Mich., 
in 1868. He was graduated from 
University of Michigan law school in 
1892, with the distinction of com- 
pleting his studies with a substantial 
bank balance, following his first ex- 
perience with selling. 


Sees New Opportunity 


While a student at Michigan, a 
book salesman convinced Mr. Shel- 
don that he would do well to pur- 
chase his thesis. After reading the 
volume Mr. Sheldon told the sales- 
man that he was certain he could 
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sell the book in his spare time. He 
was promptly given a chance, with 
mutual benefit to himself and the 
book concern. 

Following graduation, the new 
recruit to the ranks of the law found 
clients few and far between. He 
soon allied himself anew to the book 
business, engaging in that field for 
about ten years. 

While in charge of sales of the 
Warner Library, with offices in Chi- 
cago, Mr. Sheldon supervised the 
work of 400 salesmen. He found wide 
variations in their abilities, and de- 
termined to find some way by which 
they might improve their selling 
powers. 

Mr. Sheldon catalogued the weak- 
nesses of each salesman. One sales- 
man, he found, was able, but lazy; 
another was dishonest, another dis- 
loyal, another tactless. There must, 
he reasoned, be some course of in- 
struction which would eliminate 
these faults. He discovered, how- 
ever, that there was a dearth of lit- 
erature on the art of selling. 

“If I can’t find what I want, I'll 
write it myself,” Mr. Sheldon re- 
solved. 

With that decision made, he soon 
developed a course built around four 
points: the salesman, the customer, 
the goods, and the sale. 


Development of “AREA” 


A four-point plan, called “AREA,” 
was created for all-around develop- 
ment of the salesman. Expansion of 
the intellectual man, Mr. Sheldon de- 
clared, results in added ability; of 
the spiritual man, reliability of the 
feelings; of the physical man, endur- 
ance of body; of the volitional man, 
action of the will. 

Other firms clamored for Sheldon’s 
course after it had proved a success 
with Warner Library salesmen. Mr. 
Sheldon saw the possibility of build- 
ing a course of instruction to be sold 
on a correspondence basis for home 
study, and the Sheldon School came 
into being. Offices were maintained 
in Chicago from 1902 until 1912, 
when the school moved to Rocke- 
feller, Ill., later renamed Area, and 
now known as Mundelein. 

The correspondence courses were 
conducted from large offices at Area, 
and for several years Mr. Sheldon 
personally directed summer camps 
of Sheldon students of salesmanship 
at Area. Some of these came from 
points as far distant as South Af- 
rica, England, and Australia. 

Later, the 800 acre estate at Area 
was abandoned and Mr. Sheldon 
moved back to Chicago in 1919. He 
sold control of the school in 1921, 
retaining a royalty interest in the 
sale of Sheldon courses, and moved 
to Kingston, N. Y., and later to 
Texas. 

Among prominent business men 
who have given Sheldon training 
generous credit for their achieve- 
ments are J.C. Penney, founder and 
chairman, the J. C. Penney Com- 
pany, New York; George R. James, 


member of the Federal Reserve 
Board, Washingtoh, D. C., and busi- 
ness leader of Memphis, Tenn.; and 
T. J. Reynolds, vice-president, the 
Diamond Match Company, New 
York. Firms which have used Shel- 
don services for staff training in- 
clude The Wander Company, Sin- 
clair Refining Company, and Hib- 
bard, Spencer, Bartlett Company. 


“Buy at Profit” 


Salesmanship, in Mr. Sheldon’s 
definition, was the “power to per- 
suade people to purchase a product 
at a profit.” This definition he popu- 
larized by means of speeches 
throughout the nation, many of them 
before advertising clubs. 

Sheldon was known as a clever 
phraser of words. An associate cred- 
its him with originating the four-step 
conception of effective salesmanship 
and advertising, now widely ac- 
cepted: attracting favorable atten- 
tion to a product, interesting the 
customer, creating a desire to pur- 
chase, and impelling action. 

To Rotary International, Sheldon 
gave the motto, “He profits most 
who serves best.”’ This pithy phrase 
was inspired in a Minneapolis barber 
shop, were he was being interviewed 
by a newspaper reporter. The bar- 
ber was so solicitous that Mr. Shel- 
don purchased most of the shop’s 
wares. Pressed by the reporter for 
his views of service, Mr. Sheldon 
coined the phrase, after reflection 
upon the successful tactics of the 
barber. 

In selling the idea of correspond- 
ence training in salesmanship, Mr. 
Sheldon used full pages in scores of 
magazines. Large newspaper space 
always heralded his arrival in a city 
for an address on his favorite sub- 
ject. Direct mail also played a prom- 
inent part in Sheldon advertising. 


The Weary Secretary 


Abundant vitality was characteris- 
tic of Mr. Sheldon. This quality ex- 
hausted at least one of his secretar- 
ies who resigned suddenly during 
a speaking tour. When Mr. Sheldon 
offered more money, the secretary 
declined with thanks, explaining 
that he couldn’t stand the strain of 
being waked up in the middle of the 
night for Mr. Sheldon’s dictation. 

Mr. Sheldon spared no expense in 
preparing his course, which now con- 
sists of 109 lessons in 12 volumes. 
For example $50,000 was spent in 
preparing one volume on human na- 
ture. Included in this sum was a 
fee of $6,000 per year, paid for three 
years to an expert on this subject. 

In the belief of Harry N. Tolles, 
president of the Sheldon School 
since 1921, Sheldon will be remem- 
bered not only for his power to de- 
velop latent powers of ambitious stu- 
dents, but for his emphasis on serv- 
ice as the cornerstone of business 
success. 

Much of the first volume of the 
Sheldon course is devoted to this 


philosophy, with many implications 
for advertising men. 

“Creative and constructive sales- 
manship,” he wrote, “is the power to 
pleasurably persuade people. It is 
the power to persuade them to pleas- 
urably purchase your product and at 
a good profit to yourself as well as 
to them. But it must be to them as 
well as to you, if it is to be perma- 
nent.” 

Contrasting two conceptions of 
business relations, he wrote: 

“Only a relatively few years ago, 
the cry of sales managers, and even 
of higher-up executives, was for ‘go 
getters.’ The ‘go getter,’ the fellow 
who could go out and ‘put it over,’ 
even at the expense of the ultimate 
dissatisfaction of the other fellow, 
was in big demand. 

“But the world is getting better 
because it is getting wiser. Today 
the earnest prayer of the business 
building executive is, ‘O God, give us 
a good staff of “go givers.” * 

“The go-giver is one who ap- 
proaches the prospective patron in 
the spirit of really wanting to give 
him good service. It is he who gets 
and keeps, has and holds, procures 
and secures, the greatest volume of 
desirable business in the long run. 
And it is the finish of the race that 
counts.” 


Roper Reports 
5-10% Gain in 
Nation’s Purse 


Washington, D. C., Dec. 24—Good 
news for advertisers came this week 
from Secretary of Commerce Roper’s 
annual report, in which he an- 
nounced that the nation’s income 
has been running 5 to 10 per cent 
ahead of the 1934 figure of $49,- 
440,000,000. 

Secretary Roper reported wide- 
spread economic improvement in 
many sectors, improved price struc- 
tures, and increased individual wel- 
fare. 

“The fiscal year 1935 marked the 
second year of sustained recovery 
from the depression which reached 
its depth during the fiscal year 1932- 
33, after almost continuous decline 
since 1929,” he declared. 

“Perhaps the outstanding feature 
of the fiscal year just past was the 
better balanced relationship estab- 
lished in our whole national econ- 
omy. 

“Complete data are not available 
for fiscal periods, but in the calen- 
dar year 1934, national income paid 
out was 11 per cent over the preced- 
ing year.” 

National income for 1931 was $61,- 
433,000,000, and for 1929, $78,576,- 
000,000, according to Department of 
Commerce estimates, as reported in 
ADVERTISING AGE of Aug. 19. 


Farm Income Up 


Washington, D. C., Dec. 24.—Gross 
income of United States farmers in- 
creased $844,000,000 or 12 per cent 
to $8,110,000,000 in 1935, the Depart- 
ment of Agriculture estimates. 

The department fixes income from 
79 crops at $3,400,000,000, against 
$3,043,000,000 in 1934; income from 
live stock and live stock products at 
$4,230,000,000, against $3,629,000,000 
in 1934; and benefit payments at 
$480,000,000, against $594,000,000 in 
1934, 

Prices received for this season’s 
crops were about 13 per cent below 
those of last year the department 
said, the higher income being ex- 
plained by heavier production. 


National Hotels in A. N. A. 


National Hotel Management Com- 
pany, operating the New Yorker and 
Lexington, New York; Netherlands- 
Plaza, Cincinnati; Book-Cadillac, De- 
troit; Van Cleve, Dayton, and 
Adolphus, Dallas, has been elected to 
the Association of National Adver- 
tisers. Peter Hilton, general adver- 
tising manager, will represent the 
new member. 


Business is ALWAYS @ pleasure 
...Wwhen you stop at the ASTOR 


Business men appreciate the con- 
venience of the Astor. Located in 
the heart of Times Square, it’s within 
walking distance of nearly every- 
thing worthwhile. And they like 
the big comfortable rooms, deli- 
cious food, reasonable rates. 


Rooms as low 


HOTEL 
ASTOR 


TIMES SQUARE - NEW YORK 
A World-famous Address at the Crossroads of the World 
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Getting Personal 


The manly little fellow who addresses Henry Ewald as Dad adorned 
the Christmas card of the Detroit advertising man. Ted was pictured in 
his workshop. . . Thurlow Brewer, representing The New Yorker, won 
that satin night gown at the Christmas party of Chicago Federated Ad- 
vertising Club and has witnesses to prove it. . . 

If Santa Claus failed to reath your house on time, the Christmas card 
of Swan Studios, Chicago, may explain his tardiness. According to the 
Swan epic, signed by Art Swan, George Rapp, Harvey Johnson, Phil 
Millar, C. N. Potter and all other members of the staff, Santa was de- 
layed by a siren (not the kind the fire department uses)... . 


Bill Hodge, Byllesby advertising director, got satirical on his Christ- 
mas card. Said he: “If it ain’t agin no new law, here’s a Merry Christ- 
mas and a Constitutional New Year.” . . Martin Ullman, designer, went 
in for lots of art work on his Christmas greetings to create the background 
for his message: “I wish you the artist’s fearlessness of the future; his 
gay and gypsy acceptance of life as he finds it; his obedience to no mas- 
ter except the still, small voice that whispers ‘Well done!’—in short, I 
wish you that gem of gems: a contented mind.” .. . 


The Denmans (American Metals) took over Santa Claus’ chores, 
the photo on their Christmas card showing them slipping into the driv- 
er’s seat at the North Pole. . . From their retreat in Bronxville, N. Y., 
the Hammesfahrs (metropolitan Sunday Newspapers) send a simple but 
hearty greeting to their wide circle of friends. . . 


Joe Finn, v.-p. of Reincke, Ellis, Younggreen & Finn, and Burlington 
fame, expressed this wish in his Christmas communication: “Zephyring 
with you!” . . 

Earle Pearson (A. F. A.) sent his friends a Christmas card carrying 
the immortal tale as related by Kate Douglas Wiggin. . . 

Buddy Bowen, Boot and Shoe Recorder, had photographer and artist 
collaborate to produce his likeness on a Christmas card in color with 
the wish that “your 1936 may be short on the blues and long on the 
greens”... 


The radio delegation seems to know its graphic arts. F’rinstance, 
the Christmas card of L. B. Wilson, of WCKY, Cincinnati, was a sym- 
Phony of many colors on silver. Mr. Wilson also played Santa Claus 
from Florida, sending grateful friends bulging crates of citrus fruits. 
Harry Ross, of Ross-Federal, also used the Florida locale, showing sens- 
ible wild geese winging South. . . james + carol + jimmy and ruth 
mangan were all represented in the Christmas greetings of the a. m. of 
Mills Novelty Company. .. Will C. Braun, Journal of American Medical 
Association, had a wish-bone in heroic size on his card. . . Ed Kobak, 
of N. B. C., wrote letters wishing his friends a Merry Christmas and 
added the cryptic line: “Count on me to help.” . . 

O. T. Carson, of Domestic Engineering Publications, was depicted 
by the artist on an attractive Christmas card. . . The Thomsons (West- 
ern Electric and A. B. C.) used their Christmas card to chortle over a 


new telephone number, which they hope will reduce the volume of: 


wrong numbers. It’s Montclair one-one-one-one. . . Douglas McMurtrie, 
of Ludlow Typograph, used an original drawing by Edward A. Wilson 
on his card. . . H. V. Strawn, A. B. C., used a photograph of Lake 
Shore Drive: ‘Without, the cold crisp air, motor lights along the drive 
vying with winter stars. Within, warmth, hospitality and good cheer.” 

. Douglas V. Martin used a miniature of a re-made front page of his 
paper, the St. Louis Globe-Democrat. . . Frank T. Hopkins, National 
Outdoor Advertising Bureau, showed the Christmas minstrels looking 
down on a 24-sheet poster bearing the traditional greetings. . . 


A Chicago advertising woman used an individualized newspaper 
story, the head saying, “Mr. So and So Recipient of Best Holiday 
Wishes,” and the story explaining that “the large shipment of good 
wishes received today by our distinguished citizen was found to have 
come from Peggy Chase.” . . 


Paul Aldrich’s card showed the staff of The National Provisioner 
indulging in a little teamwork—“all pulling together to bring you a Merry 
Christmas and a Happy New Year.” . 


Stuart Phillips, advertising manager of Dole Valve Company, Chi- 
cago, allowed Stuart Y. Phillips, who is too young to write, but makes a 
swell mark, to sign his Christmas card. . . Headed by Ford Billings, the 
staff of WCAE, Hearst station at Pittsburgh, had the artist show them 
in action. Those who couldn’t be pictured, signed. . . 


Though it was only a silhouette, those who received Christmas 
greetings from O. C. Harn, A. B. C., could have easily identified the 
sender without the signature. . . John B. Flack, the Syracuse agency 
man, showed Santa Claus in 1929, 1931, 1933 and 1935, the illustrations 
indicating that the benevolent old gentleman has fully recovered from 
his headache. . . 


’Twill be a Happy New Year for Ross Gamble, media director of 
Erwin, Wasey & Co., Chicago. He has not only fully recovered from 
his recent operation, but has regained most of the weight he lost. He 
will resume his duties Jan. 1... 

Stanley Hubbard of KSTP, St. Paul, telegraphed a Christmas verse 
to his numerous friends. It ran like this: 


We don’t need a Paul Whiteman to play it; 

We don’t need a Jack Benny to say it; 

We don’t need a contest to move it; 

We don’t need a theme to improve it. 

The copy is short and we’re sure it’s the sort 
That will make any sponsor approve it: 

It’s a greeting that’s cordial and friendly and true: 
We say “Thanks and a Merry Christmas to you.” 


Lulled into a sense of security by good will on earth, many promi- 
nent advertising men revealed their middle names on their Christmas 
cards. Thus his friends learned that Allyn Mcintire, of Pepperell fame, 
may also be called Brewster by those in the know. Julius Holl, of 
Link-Beit, is weighted down by the monicker of Sebastian, though it 
must be said that he is the most democratic of persons. . . 


Appoints Goble, Wesson Earnings Up 


Promotes McConner 


J. E. Goble, formerly manager of 
Oil Well Supply Company, New 
York, has been appointed vice-presi- 
dent in charge of sales of National 
Tube Company, Pittsburgh, sub- 
sidiary of United States Steel Cor- 
poration. 

W. F. McConner, formerly assist- 
ant sales manager, has become gen- 
eral sales manager. 


Wesson Oil & Snowdrift Co., New 
Orleans, established a record for the 
quarter ended Nov. 30 with net 
profit of $911,633. 


Cudahy Net Off 


Though sales increased during the 
year ended Nov. 2, net profit of 
Cudahy Packing Company, Chicago, 
declined to $1,211,073. Sales amounted 
to $180,218,000. 


OUTDOOR FIELD 
|S AGOG OVER 
NEW INVENTION 


New York, Dec. 26.—Rumors of a 
sensational development in the out- 
door field to follow introduction of 
a new sign giving the effect of a 
two-phase spectacular at a cost com- 
parable with that of illuminated 
paint and paper have been traced 
to Affiliated Industrial Corporation, 
now opening offices at 515 Madison 
Ave. 

The invention, as yet unnamed, 
will be announced within the next 
30 days. It was privately demon- 
strated to ADVERTISING AGE this 
week. 

When not in operation the sign 
cannot be told from the conven- 
tional illuminated outdoor advertise- 
ment as it appears unlighted during 
the day. A standard reflector panel 
is mounted at the bottom of the 
panel. 

When the current is turned on, 
the non-illuminated bulletin rapidly 
alternates with another in the same 
space, which incorporates new ele- 
ments, as well as a different color 
scheme. 


Illusion Is Created 


Examination of the reflector dis- 
closed that, instead of the custom- 
ary row of flood lamps, it enclosed 
what resembled two neon tubes ex- 
tending the length of the reflector, 
one red and one blue. The effect 
was secured by rapid alternate 
lighting of the two tubes. . 

The speed of operation produced 
the illusion of motion, as well as 
change, which was simulated to a 


higher lighting intensity, the sign 
can be operated during the day in 
certain locations with an effect com- 
parable to that of a two-phase spec- 
tacular. 


HYPERBOLE WINS 


“G-Man” Okays 
Tomato Number 
6,000,000,000 


Personnel of Company 


Affiliated Industries Corporation 
is headed by Godfrey K. Waters, 
president, formerly a merchandising 
executive in the textile field. How- 
ard W. Robins, formerly general 
manager of Animated Color Cor- 
poration, is sales manager. 

Advertising circles have been im- 
pressed with the fact that this new 
enterprise has been financed by a 
conservative Wall Street banking 
firm which also controls, or is heav- 
ily interested in, a number of retail 
chains, including the second largest 
in the food field. 

Mr. Waters said the sign will be 
made available through established 
plants. It is his belief that its great- 
est usefulness lies, not in substitu- 
tion for spectaculars, but in appli- 
cations to choice illuminated loca- 
tions. 


@ U. S. Government graders in- 
spect the tomatoes from which 
Kemp’s Sun-Rayed Pure Tomato 


Morton’s Seasoning 
in Radio Campaign 
Morton Salt Company, Chicago, 
has placed a local radio campaign 


back of its new product, Morton’s 
All-Purpose seasoning for meats and 


Kemp copy which has helped con- 
vert consumers in the East. 


remarkable degree in some of the 
signs demonstrated. On other signs, poultry. 


the rapid fading of one set of colors Wade Advertising Agency, Chicago, 
into another produced the impres-|i, in charge of promotion for the 
sion of a third dimension. new ten-cent product. 

The sign is the invention of a 
young television engineer, who dis- 


covered the principles involved] Roy Sheldon Heads 


while experimenting with television. Moulded Displays 


Except for special color engineer- 
ing and the addition of certain in-| Roy Sheldon, formerly with = 
gredients ordinary paint and paper | ins & oe a gw s pow 
are used. The lighting tubes are not rag ny | A oy re, Sas P 
neon but a special product which|” ji, new company will manufac- 
the inventor terms “luminous dis-|tyre signs, counter and window dis- 
charge tubes.” play, novelties and other advertising 

By using more vivid colors and} of moulded paper pulp. 


Not an engineering journal. 
Not a _ contractor’s paper. 
Not a builder’s paper. 


ARCHITECTURE 


is a Strictly Professional 
Journal for Architects. 


SALESMEN DESERVE TO 
BE ENCOURAGED 


Salesmen of building material and equipment can be 
encouraged and helped by providing them with tangible 
live leads—the kind of leads that get them in before the 
plans are in the blueprint stage. No salesman who is 
calling “cold turkey” most of the time can get his share 
of available business. 


ARCHITECTURE develops sales leads so that the 
salesmen can sell before the fact—before the blueprint— 
before the specifica- 
tions are completed— 


before the contract is 


filed. 


| 
Send for our new 
booklet “‘Service | 
Wh'ch Spells Sales.” ! 


| ARCHITECTURE, Charles Scribner’s Sons, 1 
| Fifth Avenue at 48th, New York 


Send return mail 
SERVICE WHICH SPELLS SALES 


COGUBORY 6. 65:00. cares cae date cae caus 
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ADVERTISING AGE 


December 30, 1935 


STATES BAR USE. 
OF U. S. ENSIGN 
IN ADVERTISING 


No Federal Law or Postal 
Regulation Applies 


New York, Dec. 26.—Several re- 
cent advertisements bearing the 
flags and emblems of numerous for- 
eign countries, in which the United 
States flag has been conspicuous by 
its absenee, has again reminded ad- 
vertising men of the statutes gov- 
erning the use of the national and 
state flags, shields, ensigns, etc., in 
advertising matter. 

Although it is generally assumed 
that a federal statute prohibits such 
use in advertising, diligent search 
reveals that there is no such stat- 
ute, the sole federal law on the sub- 
ject dealing exclusively with the use 
of the flag in the District of Colum- 
bia. This statute (H. R. 14822, 64th 
Congress), which was approved Feb. 
8, 1917, is “an act to prevent and 
punish the desecration, mutilation, 
or improper use, within the District 
of Columbia, of the flag of the 
United States of America.” 


Postal Laws Silent 


Furthermore, there are no postal 
regulations which prohibit or circum- 
scribe mailing of any matter in 
which the flag is used. Karl A, 
Crowley, solicitor of the Post Office 
Department, informs ADVERTISING 
AcE that “there are no postal laws 
prohibiting reproductions such as 
you describe. There is a federal 
statute prohibiting use of the flag in 
the District of Columbia for adver- 
tising purposes, and many of the 
states have passed laws of a similar 
character.” 

Lack of accurate information on 
this subject was evidenced this fall 


included with foreign flags in a cros-| 


ley radio display, and the company’s 
reply consisted in part of the follow- 
ing quotation, attributed to Assistant 
United States District Attorney Rob- 
ert E. Marshall, of Cincinnati. 


Trade-Mark Provision 


“Both the national government 
and the respective states have ample 
legislation prohibiting the use of 
the American flag in any way in the 
advertising or sale of any service or 
commodity.” 

There are 43 such states, their 
statutes prohibiting use of both their 
own state flags or emblems and 
those of the United States in adver- 
tising. In addition, ADverTris1nc AGE 
is advised by Joseph B. Keenan, 
Assistant United States Attorney 
General, that “Section 4 of the act 
of Jan. 8, 1913, 37 Stat. 649, prohibits 
registration of a trade-mark which 
‘comprises the flag or coat of arms 
or other insignia of the United 
States.’” 

A query te responsible officials of 
various states elicited the informa- 
tion that only in one or two instances 
has the state law forbidding use of 
the flag in advertising been carried 
to the supreme court of the state for 
testing. Less than half a dozen in- 
stances of prosecution under these 
laws in the lower courts of any state 
were cited by the attorney generals. 


“Use State Steves,” 
Urges Distillers 


Oldtyme Distillers, Inc, New 
York, is using a match campaign to 
urge Pennsylvania residents to de- 
feat the bootlegger, preserve their 
health and reduce their taxes, by 
buying liquor only at State stores. 

The company’s own name is sub- 
ordinated to the advertising to such 


-an extent that many consumers are 


under the impression the matches 
were circulated by the liquor control 
board. 


Silex in Magazines 


First national magazine advertis- 
ing of Silex Company, Hartford, 
Conn., maker of Silex glass coffee 
brewer, will appear in January 
issues of The American Weekly, 


when citizens of Shrewsbury, Mass., 
noted that the American flag was not 


Ladies’ Home Journal and The Sat- 
urday Evening Post. 


. 


( Adveriisement) 


NO NEED 


TO SUFFER 


Does your neck feel as though a 
chiropractor has been using it as a 
training ground? Do your eyes feel 
strained and your head ache? Are 
your friends whispering behind your 
back? Do you have nasty little spots 
on your conscience? 

If you have any of these symptoms 
your condition is serious! But theré’s 
no need to suffer any longer. We 
know the cause of your symptoms, 
and what is even more important, 
we know a SURE CURE. 

You are suffering from Adage-itis 
(the technical name for reading over 
shoulders). You’ve ruined the joints 
in your neck, caused your eyeballs 
to pop out, and discovered that your 
best friends will tell you—and tell 
you plenty—just because you have 
been reading some one else’s copy 
of ADVERTISING AGE instead of getting 
your own. 


ADVERTISING AGE 
100 East Ohio St. 
Chicago, Ill. 


Your friends are fed up on it, and 
you ought to be, too. You're not only 
getting to be a physical wreck, but 
you’re getting mental indigestion, 
too, from having reached the point 
where “Blank Company's new copy 
theme will be . . .” just as the law- 
ful owner of the issue discovers your 
presence and spoils your fun. 

Our subscription department’s mar- 
velous SURE CURE will solve all 
these difficulties for you at once. 
You can stop being a nervous wreck, 
end your suffering, and take your 
rightful place in life RIGHT NOW, 
by entering your own personal sub- 
scription to ADVERTISING AGE, And 
it will cost you only $1 for a full 
year’s guaranteed treatments. Use 


the coupon. 


Leen ee tidied 


Have your subscription department enroll me for its SURE CURE. 
See that I get the next 52 issues of ADVERTISING AGE, for which I enclose 


(will send) $1. 


ee er a a oe | 


“Help 
charge $1. 


Wanted” and “Situations 


per . oe to 6i 
per in., 406; ‘4 to 18 
contract x 


per in., 
in., per in., 


ll other GacetBestions (single insertion rates): 
4.50; 7 to 9 in., per in., $4.25; 


The rates for this department are as follows: 


Wanted,” 30 minimum 

2. as; 1 to 3 in., 
0 to 12 in. 

Write for Gteviake on term 


cents a line, 


% inch, 
$3.75. 


POSITIONS WANTED 
_ SRE SELENE MR EP 


THIS MAN .. . has a practical knowledge 
of retail distribution . . . can write good 
copy and letters . . . is skilled in advertis- 
ing production . . . is now employed (his 
second position in 9 years) but desires to 
change . . . has a fine background and is 
thoroughly reliable . . . will be glad to 
send you further information about himself. 
Box 677, Advertising Age, Chicago. 


Do you need versatile wypttetty. adver- 
tising man? = 28, Univ. educ. 10 
years experie 

Box 678, ADVERTISING AGE, Chgo. 


Just Out of College—Bright Male, 23, 
seeks adv. connection. Studied adv.- 
publ. 3 yrs. retail, direct sales exp. 
NPX catalog exp. $15- 20 week. 

Box 679, ADVERTISING AGE, Chgo. 


SERVICES 


NEW LISTS—NEW LISTS 
Texas stockholders lists in 25 differ- 
ent concerns. 50,000 oil stock, lease 
and mining investors. Compiled for 
any State. Texas and Okla. royalty 
owners by deed in any State. Catalog. 
J.E. Flory, P.O.Box 105, Ft. Worth, Tex. 


FOR SALE 
Trade Paper Lucrative field available. 
Grossing over $17,000 yearly. Price 
$15,000. Terms. 


Harris-Dibble Co., 11 W. 42 St. N. ¥.C. 


HELP WANTED 


LEADING business publication § re- 
quires services of experienced sub- 
scription salesmen with successful 
record on trade papers; Boston, Cin- 
cinnati, Detroit and St. Louis now 
open; attractive propesttion to_ real 
worker; reply stating exper. and ref. 
Box 654, ADVERTISING AGE, N. Y.C. 
MISCELLANEOUS 
NEWEST PROCESS!!! 
Ideal for reproducing illustrated ad- 
vertising literature, testimonials, bul- 
letins, sales letters, etc. No typeset- 
ting or expensive cuts necessary. 
Rapid, Accurate and Economical 
COPIES .50 
Additional Hundred Copies 20c 
Send for Samples 
LAUREL PROCESS, 480 Canal St., N. Y. 
GET ATTENTION—CREATE INTER- 
EST with PHOTO POST CARDS adver- 
tising your product. New, Different, 
Economical. No cuts to buy—only one 
cent postage. Send for free samples 
& prices. GRAPHIC ARTS PHOTO 
SERVICE, Box 365, Hamilton, Ohio. 


USED OFFICE EQUIPMENT 


OFFICE MACHINERY AT HALF 


Write for Free List of 
Addressographs, Duplicators 
Dictating Machines, Folders, 

Typewriters and Supplies 


PRUITT, INC., 528 Pruitt Bldg., CHICAGO 


Directors Ask 
Dissolution of 
Drug Institute 


New York, Dec. 26.—-After three 
years of operation as a forum for 
the exchange of viewpoints by all 
branches of the drug and cosmetic 
industry, and after intensive efforts 
to find solutions for such vexing 
problems as price-cutting and loss 
leader selling, the Drug Institute of 
America, Inc., is on the verge of 
dissolution. 

The apathetic attitude on the part 
of the industry toward the work of 
the association has made the or- 
ganization’s efforts futile, leaders be- 
lieve, with the result that the execu- 
tive committee of the association, 
meeting here, unanimously adopted 
a resolution urging dissolution of 
the organization. 

Groups which comprise the Drug 
Institute include the National Asso- 
ciation of Retail Druggists, Asso- 
ciated Chain Drug Stores, National 
Wholesale Druggists’ Association, 
Federal Wholesale Druggists’ Asso- 


ciation, Institute of Medicine Manu- 
facturers, American Drug  Man- 
ufacturers Association, American 


Pharmaceutical Manufacturers Asso- 
ciation, American Pharmaceutical 
Association, and Toilet Goods Asso- 
ciation, Inc. 

The Drug Institute of America was 
formed in the fall of 1932 by man- 
ufacturers and wholesalers primarily 
to study problems of distribution 
and stabilization of prices. When 
the NRA appeared on the scene 
early in 1933, the confusion it vis- 
ited upon the existing associations 
in the industry resulted in a tre- 
mendous drive by the Institute for 
individual members, with the result 
that in a short time something like 
40,000 were enrolled. 

The Institute not only led the 
fight for a separate retail drug code 
but is generally credited with re- 
duction by some 30 per cent of the 
daily accounts receivable of whole- 
sale firms, scaling down of out-of- 
line prices on about 200 products, 
etc. 

Dissolution of the Institute will in 
no way affect individual trade asso- 
ciations which comprised its mem- 


bership. 


TO POPULARIZE 
MEXICAN DISH 


Brooklyn, N. Y., Dec. 26.—-The Tos- 
tadas Company, newly-formed, with 
offices in Brooklyn and a plant un- 
der construction in New Jersey, has 
appointed Erwin, Wasey & Co. 

The product, Tostadas, new in this 
country, except in the Southwest, | 
but long a delicacy in Mexico, is | 
made by rolling corn paste into thin | 
strips and frying. The result is said | 
to taste somewhat like a combina- | 
tion of pop corn and potato chips. 

M. L. 


distribution is obtained. Initial 
efforts will be centered on bars, ball 
parks, groceries and confectioneries. 
A talking point will be the non-fat- 
tening nature of the product. 


Moon Opens Bureau 
To Aid Sanforizing 


Byron G,. Moon Company, New 
York, has established a _ textile li- 
brary and trade-mark bureau as an 
additional facility in servicing its 
Sanforized-shrunk fabric account. 

Mrs. Neil Coddington is in charge. 
Miss Jean Miller, formerly with R. 
H. Macy & Co. and Gardner Adver- 
tising Company, will handle the bu- 
reau’s magazine contacts. Mrs. E. B. 
Campbell, former Macy buyer, is in 
charge of store service. 


Sheldon Represented 


in Agency Name 

The firm name of Mark O’Dea & 
Co., advertising agency of New York, 
is being changed, effective at once, 
to O’Dea, Sheldon & Co. George H. 
Sheldon, who resigned from Hom- 
mann, Tarcher & Sheldon, Inc., to be- 
come associated with Mr. O’Dea, has 
been elected executive vice-president. 
Mark O’Dea is president, and J. F. 
Quick, secretary and treasurer. 
Offices continue at 400 Madison Ave. 


Squibb Ends Sponsorship 


The World Peaceways programs, 
which for the past several months 
have been sponsored by E. R. Squibb 
& Sons in conjunction with World 
Peaceways, will continue on time do- 
nated by Columbia Broadcasting 
Company beginning Jan. 3 and con- 
tinuing on Fridays at 10:30 to 11 

m. EST. 


Prindle, account executive, , 
said newspapers will be used after | 


Noted Slogan 
Paraphrased 
In Buick Copy 


Detroit, Mich., Dec. 26.—Harking 
back to Plymouth’s famous “Look 
at All Three” campaign of a few 
years back, Buick Motor Company 
has launched a campaign advising 
the public to “Look at All Four” of 
Buick’s 1936 models. 

Advertising with this keynote is 
appearing in Collier's, The New 
Yorker, The Saturday Evening Post, 
and Time. 

According to officials of Arthur 
Kudner, Inc., the agency in charge, 
“Look at All Four” will not be con- 
tinued as a standard theme, but is 
merely one more dramatic way of 
calling attention to the widespread 
field covered by Buick with its four 
series. 


Field’s C ivteuee Copy 
Wins National Notice 


An unusual newspaper advertise- 
ment by Marshall Field & Co., Chi- 
cago, an adaptation of Clement C. 
Moore's “A Visit from St. Nicholas,” 
attracted widespread attention from 
other retailers, as well as consumers. 
With Field’s permission, the pre- 
Christmas advertisement was used 
by two stores, one in Oklahoma and 
one in West Virginia. 

Copy drew attention to the variety 
of wares purchased by store buyers, 
and presented gift suggestions in 
rhyme. Type was so arranged as to 
form the outline of a Christmas tree. 
Merchandise illustrations were 
placed in circles, resembling tree 
globes. A credit line in six-point 
type, “Courtesy Marshall Field & 
Co.,” was used by the stores which 
obtained vepetnt permission. 


Clare Diveste Account 

Advertising of The Heat Control 
Corporation, Milwaukee, maker of 
Combustion King fuel reductor, will 
hereafter be handled direct, under 
the supervision of B. G. Clare, sales 


promotion manager. 
ba S~s 


BIND-IN-VELOPES 


Completely formed order - blank 
envelope. 

Envelope feature permits remit- 
tance with order. 

Remain a part of your publication 
until ready for use. 

Mechanically gather on Saddle- 
Stitch and Side-Stitch bindery 
equipment, at low cost. 


+ + + + FH 


Send copy of your present order 
form and publication for Bind-in- 
velope analysis, samples and quo- 
tations. 


SAWDON CO. 


(230 PARK AVENUE — 


NEW YORK NY. 


GET OUR FREE 
REFERENCE 
BOOK and 


MAILING 
ALIST CATALOG 


Gives counts and prices 0: t teed 


I classes of b iness 


mailing lists o ail 1 
rises in the 


enter- 


eee eae by fame gee and state. Also 
such as 
pve nd men, auto ins Bevo income lists, etc. 


Write today for your copy 


R.L. POLK&CO. 


Polk Bidg.— Detroit, Mich. 


Branches in Principal Cities 
World's Largest City Directory Publisbers 


Mailing List Compilers. Business Statis- 
tics. Producers of Direct Mail Advertising. 


Dec 
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COTY COUNSELS 
WOMEN ON USE 
OF PERFUMERY 


(Continued from Page 1, Col. 2) 


simple the right use of perfume may 
be. In regard to choice of the cor- 
rect kind, reliance on a great name 
is advised. When it comes to suit- 
ing the personality, Coty counsels the 
buyer take the fragrance that she 
likes most, for “what other could 
possibly express you?” 


Diffusion Recommended 


Coty asserts that to be most effec- 
tive the perfume must seem “to be- 
long, intimately, to you.” Diffusion 
is necessary, that is, scattering the 
perfume lightly in many places 
rather than using one heavy applica- 
tion, 

“Spray your lingerie after launder- 
ing. Perfume floating draperies, big 
sleeves, artificial flowers. Put a 
drop inside your gloves. Every hero- 
ine of romance has perfumed hair! 
Men love it! On furs, use only an 
oriental type of perfume—not a 
floral fragrance. 

“And,” finally, “do not continue to 
use a perfume of which you are 
tired. Whatever magnetism your 
perfume has for others, its power 
to awaken your own enthusiasm will 
always be its loveliest miracle...” 


Rasmussen to Agency 


V. C. Rasmussen, Jr., formerly ed- 
itor of The Omahan, monthly maga- 
zine, has joined Driver & Co., Omaha 
advertising agency. 


J. A. Luets Dead 


J. A. Luetz, 59, business manager 
of the Freie Presse, Cincinnati, died 
in Good Samaritan Hospital, Cincin- 
nati, Dec. 22, after a brief illness of 
a heart ailment. 


PINKHAM ADVICE 


MEN LOVE 
PEPPY GIRLS 


You can become peppy 
this easy way 


Tf you are happy and and fall of fon; 
men will take you places. If you are lively, 
they will invite you to dances and 

BUT, if you are cross and lifeless and always 


parties to enjoy themselves. They want giris 
along who are full of pep. 

LYDIA E. PINKHAM’S VEGETABLE COM- 
POUND helps give you pep and energy. For 
over sixty years girls and women have been 
taking this fa old ict to pep them 
up... to help give them strength, energy. 
sparkle. Notice the girls and women about 
you who _ a r pep. Ask | ae what ay | 
them pe {f they are honest, man 
shou Lg ive -& credit to LYDIA E. PI x 

GETABLE COMPOUND. You 
thentae Pa. LYDIA E. PINKHAM’'S VEG- 
ETABLE COMPOUND a try. Girls with pep 
are more attractive to men. 

—Adv. 


Unusual angle being taken in 
current newspaper campaign. 


ADVERTISING OF 
TREASURE HUNT 
STARTED AGAIN 


Promotors Find Promotion Is 
Vital Factor 


W 


CLEVELAND 


Thanks! 


WHIK closes its year 
tomorrow with the 
satisfaction of hav- 
ing been chosen by 
national and local 
advertisers to carry 
the greatest dollar 
volume of advertis- 
ing of any Cleve- 
land station in 1935. 


Our thanks to 
everyone for their 
confidence in our 
leadership in the 
Cleveland area. 


WHK 


1311 Terminal Tower 
Cleveland 


H. K. CARPENTER, Genl. Mgr. 
C. A. McLAUGHLIN, Sales Mar. 


FREE & SLEININGER, Inc. 
National Representatives 


Basic CBS Network Station 


| New York, Dec. 26-—Like the 
sponsors of the National Conference 
for Legalizing Lotteries, Inc., direct- 
ors of the Grand National Treasure 
Hunt Contest have learned that ad- 
vertising is indispensable to the 
business of creating the pleasant de- 
lusion in the minds of a great many 
people that Americans are legally 
free to patronize lotteries. 
The first contest staged by the 
Grand National Treasure Hunt Con- 
test was said to have been a failure. 
The second, in conjunction with 
which newspaper advertising was 
used for the first time, was declared 
“moderately” profitable. 
The organization’s third contest, 
for cash prizes of $100,000, will open 
Jan. 2 and close April 11. Prizes in 
the first contest totalled $35,000, and 
in the one just closed, $50,000. 


The Forgotten Park 


The plan for the two completed 
contests and the forthcoming one is 
the same. It is, briefly, the offer of a 
admission ticket to Grand View Park, 
an amusement park in New Jersey 
which no one seems to know or care 
about, for $1. 

Purchasers also receive a folder in 
which are reproduced six cartoons 
with a number of appropriate cap- 
tions. Those coming nearest to titl- 
ing the cartoon correctly from the 
choice of captions take the money. 

The organization has enrolled a 
large number of agents who distrib- 
ute tickets and entry blanks and col- 
lect the money. The blanks are 
mailed by the purchasers to the cen- 
tral office. 

The first advertising of the enter- 
prise was a 600-line advertisement 
appearing in several New York news- 
papers the week of Nov. 24 placed 
by Mears Advertising, Inc. The 
copy helped to put the drive over the 
top and to provide the organization 
with funds to cover prizes for the 
third contest and newspaper promo- 
tion. 


Recruits to Advertising 


Copy will appear early in the next 
contest and several cities will be cov- 
ered. The first advertisement re- 
sembled the face of a bond typo- 
graphically, listed the prizes, gave 
the name and address of the winner 
of first prize in the first contest and 
invited direct inquiries. 

The contests are operated by Car- 
‘| toon Advertising Corporation, 
formed for the purpose. Martin E. 


the real estate business. Charles 
Guttman, secretary, headed a firm of 
liquor importers. Arthur L. Mark, 
treasurer, dealt in raw furs for 30 
years prior to his present venture. 
Now all agree the advertising busi- 
ness is wonderful. They have al- 
ready outgrown a large suite at 300 
Madison Ave., and will occupy two 
floors across the street at 294 next 
week. 

Mr. Mark, official spokesman for 
the firm, began an interview by call- 
ing attention to the fact that every- 
thing in his line had to be made pub- 
lic under the supervision of the 
postal authorities. Theirs is a char- 
itable enterprise, and 56 charitable 
institutions divided about $25,000 at 
the close of the second contest. This 
was between 15 and 20 per cent of 
the gross proceeds. Agents are paid 
a commission which varies and is 
subject to a sliding scale on volume. 


Kendall Adds “News” 


Mining € Industrial News, San 
Francisco, has appointed J. A. Ken- 
dall, Los Angeles, as a representa- 
tive. 


H.C. Martin Appointed 


Harold C. Martin, formerly super- 
visor of advertising of Mountain 
States Telephone Company, has been 
appointed advertising manager, with 
headquarters in Denver. 


GASOLINE 


CEMENT 


iRUBBER 
RAILROAD 
RADIO 
GLASS 
BREWING 


STEEL ALLOYS 54 


ALUMINUM ALLOYS = T.! 
LIFE INSURANCE 86.6 


AIR CONDITIONING | 2.2 


FREIGHT SERVICE 2hS 


| RSEEIRON Ars 100 


BIG JOB YET TO BE DONE 


1 


22.2| 


27.6 
32.4 
53.5 


t——- AREA 
81.5 “deusiic 


RMATION 
| ° 


Chart by John W. Darr, New York, showing status of public infor- 


mation about fourteen industries. 


zines will be used. 


Mathews Appoints 


Kimball, Hubbard & Powel, New 
York, has been appointed by Mathews | specializing in hotel and resort ad- 
American Laboratories, Inc. Maga-| vertising, have opened a branch office 


Bothwell & Warner, 


in Los Angeles. 


Opens Coast Branch 
Pittsburgh, 


O 


‘Hirsch, president, was formerly in 


Have You An 


Industrial Account? 


@ AGENCY executives entrusted with 
the accounts of manufacturers who sell 
industrial products have an obligation 
to fulfill aside from the mere technical 
routine incident to the advertising pro- 
gram. To intelligently serve an indus- 
trial account one should have a thor- 
ough knowledge of current practices in 
the industrial field with specific refer- 
ence to distribution, sales promotion. 
market research, product design, sales 
control and other activities which are 
playing an important function in mar- 
keting industrial products under to- 
day’s conditions. 


@ The foremost thought and the details 
of successful practices being used in 
this highly specialized field are pre- 
sented each month in INDUSTRIAL 
MARKETING—the only _ specialized 
service available for advertising and 
marketing executives in the industrial 
field. 


@ If you have an industrial account in 
your agency, you should be reading 
this magazine because it will keep you 
up-to-date on the activities that com- 
prise the complete industrial marketing 
effort. 


@ The December issue, for instance. 
contains these factual and interesting 
articles: 


Yes, we have an industrial account — 


and we want to read INDUSTRIAL MARKETING every month—enter 
our subscription for one year ($1.00) to start with the current issue. 


Remittance RL SN vm etd 
Attached 

Oo 

red Secine ae 


“How We Manufactured Sales Through 
Distributors,” by Neil C. Hurley, Jr.. 
Secretary, Independent Pneumatic 
Tool Company, Chicago. 


“Reprints Help Promote Industrial Har- 
mony.” by Robert C. Byler, Advertis- 
ing Manager, SKF Industries, Inc., 
Philadelphia. 


“A Catalog By Any Other Name,” by 
J. M. Jewell, Advertising Department. 
Reeves Pulley Company, Columbus, 
Ind. 


raining Salesmen for Equipment 
Selling,” by Bernard Lester. Assistant 
Sales Manager, Industrial Division. 
Westinghouse Electric & Mfg. Com- 
pany, E. Pittsburgh, Pa. 


“The Tragic Waste in Selling—How to 
Overcome It.” by Homer J. Buckley. 
Buckley, Dement & Co., Chicago. 


“Planning the Advertising Program for 
1936,” by L. W. Seeligsberg. O. S. Ty- 
son & Co., Inc., New York. 


And other practical, informative ma- 
terial which should have your atten- 
tion. 


@ Put INDUSTRIAL MARKETING on 
your regular reading list. Subscription 
rate is $1.00 for a full year’s service— 
12 big issues, beautifully printed and il- 


lustrated. Fill in and mail the coupon: 


now. 


@eeeeeeee#e7seeeeteeeee#e#eteeeeee e ®@ 
INDUSTRIAL MARKETING, 100 EAST OHIO STREET. CHICAGO: 
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NEW CONTRACTS: 
AND RENEWALS 
FLOOD AIR NETS 


New York, Dec, 26.—-The new year 
brings a flood of network program 
renewals along with a number of 
new contracts, chain headquarters 
revealed this week. 

On Tuesday, Dec. 31, Harold F. 
Ritchie & Co.’s renewal takes effect. 
The program is “Eno Crime Clues,” 
broadcast from 8 to 8:30 p. m. EST 
and rebroadcast from 12:30 to 1 a. m. 
Twenty-four stations of the NBC- 
WJZ Blue network will be used. N. 
W. Ayer & Son, Inc., New York, di- 
rects the program. 

Philco Radio & Television Corpo- 
ration, Philadelphia, has renewed its 
contract effective Jan. 1 for time 
from Monday to Friday, 7:45 to 8 
p. m. EST on 23 Columbia stations. 
The program, featuring Boake Car- 
ter, news commentator, originates at 
WCAU, Philadelphia. Hutchins Ad- 
vertising Company, Rochester, N. Y., 
is the agency. 

The renewed contract of Standard 
Brands, Inc., for Royal fruit flavored 
gelatin, also takes effect New Year’s 


It 
Wasn't the Niaht 
Before Christmas 


Santa Claus (sponsored by Sears, 
Roebuck & Co.) broadcast for 30 min- 
utes on WHIO, December 7, at 10:00 
A. M. More than 5,000 boys and 
girls jammed Dayton telephone lines 
calling Santa. 

How do we know? The Telephone 
Company counted 5,000 calls, and 
then gave up. 

We don't claim to be a “Santa 
Claus” for every account—but our ad- 
vertisers say we are doing a good job. 

We do have time available—write 
today. 


39 S. LUDLOW, DAYTON, OHIO 


Day. Entitled “One Man’s Family,” 
it is heard Wednesdays from 8 to 
8:30 over 54 stations of the NBC- 
WEAF Red network. The agency 
is J. Walter Thompson Company. 


Showboat to Continue 


General Foods Corporation has re- 
newed its coffee program, “Lanny 
Ross Presents the Maxwell House 
Showboat,” Thursday, 9 to 10 p. m. 
EST, over 60 stations of the NBC- 
WEAF Red network. Benton & 
Bowles, Inc., is in charge. The first 
program is on Jan. 2. 

The same day, in the hour preced- 
ing, Standard Brands, Inc., will con- 
tinue to present “The Fleischmann 
Hour” over 35 stations of the NBC- 
WEAF Red network. J. Walter 
Thompson Company is in charge of 
Fleischmann yeast advertising. 

Stewart-Warner Corporation has 
renewed, effective Jan. 2, the “Ale- 
mite Half Hour” with Heidt’s Briga- 
diers, Thursday, 10 to 10:30 p. m. 
EST over a coast-to-coast network 
of 49 Columbia stations. It origi- 
nates at WBBM, Chicago. Blackett- 
Sample-Hummert is the agency. 

A new program, Saturday, 5:30 to 
6 p. m. EST, starts Jan. 4 over 21 
stations of the NBC-WEAF Red net- 
work with Quaker Oats Company as 
sponsor. Lord & Thomas, Chicago, 
is the agency. 


Renews Shell Chateau 


Shell Eastern Petroleum Products, 
Inc., has renewed “The Shell Cha- 
teau,” effective the same day. This 
program is heard from 9:30 to 10:30 
p. m. EST over 36 stations of the 
NBC-WEAF Red network. It origi- 
nates in the NBC Hollywood stu- 
dios. J. Walter Thompson Company 
is in charge. 

A new program for dog and fish 
foods starts Jan. 4 over 13 stations, 
NBC-WJZ Blue network, sponsored 
by Spratt’s Patent, Ltd., and featur- 
ing “Albert Payson Terhune Dog 
Dramas.” Broadcasts will be from 
5:30 to 5:45 p. m. EST Saturday. 
Paris & Peart, New York, has the 
account. 

General Baking Company has re- 
newed its program for Bond bread 
featuring Frank Crumit and Julia 
Sanderson with Jack Shilkret’s or- 
chestra Sunday, 5:30 to 6 p. m. EST 
over 29 Columbia stations. The pro- 
gram originates at WABC. Batten, 
Barton, Durstine & Osborn, Inc., has 
this account. 

Another renewal, effective Jan. 5, 
is that of General Motors Corpora- 
tion for “General Motors Concerts” 
from 10 to 11 p. m. EST Sunday. Or- 
iginating at WEAF, the concerts will 
be heard through 62 stations of the 
NBC-WEAF Red network. Camp- 
bell-Ewald Company of New York is 
in charge. 


Cantor Is Retained 


Gulf Refining Company has re- 
newed “The Great American Tour- 
ist’ with Phil Baker, Sunday, 7:30 to 
8 p. m. EST effective Jan. 5. Origi- 
nating at WABC, the program util- 
izes 59 Columbia stations, excepting 
those on the West Coast. The agency 
is Young & Rubicam. 


For Pebeco toothpaste, Lehn & 


There's Only One Pearl in a Thousand Shells! 


* Pearl divers brave sharks and headaches, high blood 
pressure and octopi, in the full mathematical knowl- 
edge that only one shell out of a thousand will contain 
a pearl! But what a thrill! —Almost comparable to 
that of the Production Manager who finds that pearl 
of great value known as a continually dependable and 
helpful “supplier.” Such an one, for instance, as P.& A. 
— who for many years have prided themselves on giving 
thrills of satisfaction to keen buyers of Ad-Electros, 
Newspaper Mats, Stereotypes and Nickeltypes. 


PARTRIDGE & 


Electrotypes + Nickeltypes + Stereotypes + Matrices 
Telephone HARrison 3732 * 


ANDERSON COMPANY 


712 Federal Street, Chicago 


CHRISTMAS INSPIRATION LASTS YEAR 


New holiday display of Armand Company which is expected to have 
a long vogue. Folding construction which piques interest was used 
by Martin Uliman, designer. 


Fink Products Company has renewed 
its Sunday program, featuring Eddie 
Cantor, from 8 to 8:30 p. m. EST 
with a re-broadcast from 11 to 11:30 
p. m. CNYT. Previously originating 
at KHJ, Los Angeles, it will now 
have WABC, New York, as its or- 
igin, and will use 57 Columbia sta- 
tions. Lennen & Mitchell, Inc., serv- 
ices the account. 

“Life Is A Song” is renewed, effec- 
tive Jan. 5, by Real Silk Hosiery 
Mills on 25 stations of the NBC-WJZ 
Blue network. It originates at 
WENR, Chicago. The time is 9 to 
9:30 p. m. EST, with a rebroadcast 
from 12 to 12:30 a. m. Leo Burnett 
Company, Chicago, is the agency. 

On Sunday, from 4:15 to 4:30 p.m. 
PST, Spratt’s Patent, Ltd., puts on 
its Albert Payson Terhune feature 
for the Pacific Coast, the program 
originating at KPO, San Francisco, 
utilizing the NBC-KPO Pacific net- 
work of five stations. The agency is 
Paris & Peart. 

Renewed also is Standard Brands’ 
“Chase & Sanborn Program-Major 
Bowes’ Amateur Hour” Sunday 8 to 
9 p. m. EST over 58 stations of the 
NBC-WEAF Red network. J. Wal- 
ter Thompson Company is in charge 
of this program, as well as Standard 
Brands’ renewed ‘“Baker’s’ Broad- 
cast,” Sunday from 7:30 to 8 p. m. 
EST over 53 stations, NBC-WJZ Blue 
network. 


Likes Leslie Howard 


Another Lehn & Fink renewal is 
for Hinds Honey and Almond Cream 
Jan. 5 over 45 Columbia stations, 
coast to coast. Time is 2 to 2:30 p. 
m. EST and 12 to 12:30 a. m. fora 
rebroadcast. Talent includes Leslie 
Howard, with Graham Harris’ or- 
chestra. The agency is Kenyon & 
Eckhardt, New York. 

On Jan. 6, renewal is effective for 
Sinclair Refining Company’s “Sin- 
clair Minstrels,’ Monday, 9 to 9:30 
p. m. EST over 46 stations, NBC- 
WJZ Blue network. Federal Adver- 
tising Agency has the account. 

For its toilet preparations, the 
Wildroot Company starts Ted Hus- 
ing and the Charioteers over 26 sta- 
tions in a coast-to-coast Columbia 
hook-up. Agency is Batten, Barton, 
Durstine & Osborne, New York. Or- 
igin is WABC, New York. 


Turner Advanced 


James H. Turner has been ap- 
pointed vice-president of The Kel- 
logg Group, Inc., railroad advertising 
representatives, Chicago. Mr. Tur- 
ner, formerly of the James H. Turner 
Advertising Agency, Chicago, has 
been associated with the Kellogg 
sales department for several months. 


BONUSES 


ADVERTISING AGE has had this head 
in storage since its first issue on Jan. 
11, 1930. Feeling that its patience 
has at length been rewarded, it sets 
forth the following bits of news as an 
index to the new trend of the times. 


General Motors Corporation gave 
$5,000,000 to approximately 200,000 
employes in its domestic divisions 
and subsidiaries. Each employe in 
service on July 1, 1935, received $25 
from an “appreciation fund” of 
$5,000,000. Employes eligible to par- 
ticipate in the G-M-C bonus fund 
were excluded from the $25 gift dis- 
tribution. 

. 

Additional compensation for all 
hourly-basis employes of Interna- 
tional Business Machines Corpora- 
tion in its plants at Endicott, N. Y., 
Rochester, N. Y., Washington, D. C., 
and Toronto, Canada, was voted Dec. 
24 by directors of International Busi- 
ness Machines Corporation. Hourly 
basis employes with service of one 
or more years will receive one week’s 
additional pay and those of more 
than six months’ and less than one 
year’s service will receive one-half 
week’s additional pay. 

¥ FF F 

Campana Corporation, Batavia, IIl., 
declared a bonus of 10 per cent of the 
year’s wages to all employes, contin- 
uing a plan initiated two years ago. 

a 

Continental Can Company, New 
York, announced a special Christmas 
distribution to all of its 13,000 regu- 
lar factory and salaried employes 
which amounts to approximately 
$250,000. 

, tt F 

Devoe & Raynolds Paint Company, 
New York, paid one per cent of their 
annual salary to 1,500 workers. 

, 

Mesta Machine Company, Pitts- 
burgh, completing the most active 
year in its history, paid a Christmas 
bonus to all salaried employes. Those 
who have been with the company 
nine months or longer received a pay- 
ment of two months salary, while 
those who have been with the com- 
pany since April 1 received bonuses 
proportionate to their length of serv- 
ice. Payments averaged more than 
$500 each for about 225 employes. 

7+ = 

Recording during 1935 the largest 
business volume in its history, with 
contracts for 1936 indicating the 


—— 


—. 


Testimonials 
Ineffective, 
Says Expert 


Milwaukee, Wis., Dec. 24.—Re. 
porting on a survey of some 150 
consumers, Mrs. Marie LeFeber 
Feind, chairman of the homemakers’ 
section of the Wisconsin Home Eco. 
nomics Association, listed advertis- 
ing testimonials of society women, 
screen stars, scientists, and sport 
celebrities as among consumers’ dis- 
likes, in an address Thursday before 
the Women’s Advertising Club of 
Milwaukee. 

“As consumers we want informa- 
tion,” she said. “We want adequate 
labeling, so we will know who pro- 
duced the product, date of produc- 
tion, information as to quality 
standards, and something that will 
let us know that production took 
place under fair working conditions. 
We want size definitely stated and 
we want products to conform to that 
size.” 


coming year as a record breaker, 
KSTP, St. Paul, gave bonus checks 
amounting to 15 per cent of individ- 
ual salaries as Christmas gifts to its 
87 staff members last week. 


, FF 


Employes of Owens-Illinois Glass 
Company, Toledo, O., and four of its 
subsidiaries—more than 13,000 per- 
sons—received Christmas checks. 


Folger’s Program 
for West Coast 


A new adventure serial, “Drums,” 
produced by Raymond R. Morgan 
Company, Hollywood, starring Wil- 
liam Farnum, will go on the air Jan. 
14 for J. A. Folger & Co., San Fran- 
cisco, producers of Folger’s coffee. 

The show will be broadcast each 
Tuesday evening at 7 p. m. over the 
Columbia-Don Lee Broadcasting Sys- 
tem in California. Transcriptions 
will be used in Portland, Seattle and 
Spokane. 


Ethical Advertising 
for Lawyers, Plea 


A recommendation that legislation 
be enacted to allow Massachusetts 
lawyers to advertise is being pre- 
pared by Michael H. Selzo, Worces- 
ter attorney, for submission to the 
Worcester County Bar Association. 

Mr. Selzo suggests that surplus 
funds of the association be used for 
an educational newspaper advertis- 
ing campaign for the benefit of 
lawvers and various types of legal 
work. 
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Prophets talk otf Protits 


Prophets by the score are emerging from the silence thrust 


upon them in the early days of the depression to predict that the 
coming year will provide substantial increases in business and 
profits, and for the first time in years Mr. Ordinary Citizen, 
grown skeptical through half a decade of fruitless waiting, nods 
in affirmation. For he too believes that 1936 will offer oppor- 
tunities beyond those of any of the thirties .... But it needs no 
prophet to point out that in one important respect 1936 will differ 
not one whit from any other year; that, as always, most of the 
profits will go to him who goes after them, aggressively and intelli- 
gently. Business will be better, but competition will be keener, 
and advertising dollars, as in previous years, will be spent upon 
honest conviction, backed by facts.... If you want business and 
profits from national advertisers and their agencies in 1936, tell 
your story aggressively, intelligently, consistently, in the one 
publication which delivers coverage, plus reader interest, plus 
immediacy, plus proven pulling power.... ADVERTISING AGE, 
the National Newspaper of Advertising .... New York, 330 West 
Forty-Second Street; Chicago, 100 East Ohio Street; Atlanta, 
Walton Building; San Francisco, Russ Building; Los Angeles, 
536 South Hill Street.... Member A. B. C.... Member A. B. P. 
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Butterich 


* 


Patterns 


to be featured in 


WOMAN'S 


HOME COMPANION 


UTTERICK and Woman’s Home 
B Companion, each preeminent in its 
field, have arranged to utilize each other’s 
facilities to expand their service to women. 
The Woman’s Home Companion, largest of 
all women’s magazines, will show each month 
certain designs to be known as Companion- 
Butterick Patterns. They will be sponsored by 
Companion and Butterick style authorities. 
Eight pages of these fashions in full color will 
appear in the March Companion. 
Delineator, as for the past three generations, 


will, of course, continue to show Butterick 


patterns prominently in its pages. 

Companion-Butterick Patterns will be sold 
as part of the regular Butterick line in leading 
stores throughout the world. 

By this plan, The Companion benefits from 
the world-wide style organization, the manu- 
facturing facilities and the retail outlets of 
Butterick. For our part, Butterick gains an 
added audience of the Companion’s more than 
2,600,000 circulation for the increased sale of 
patterns. Thousands of retail stores will sell. 
more patterns, and the piece goods and fash- 


ion accessories that follow in their train. 


THE BUTTERICh COMPANY 


DELINEATOR 


BUTTERICh PATTERNS * 


THE PROGRESSIVE GROCER 
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merce PHOTOGRAPHIC REVIEW 
OF THE WEE 


SLAKE THAT THIRST FINE CONTAINER FOR HUMBLE PRODUCT 


Giant can developed for P. Ballantine 
& Sons, Newark, by Reynolds Metals Co., 
New York, for display. 


HEADS NATIONAL 


The package adopted by S. C. Johnson & Son, Racine, Wis., for its 

new product, furniture polish, rivals in beauty those used for fine 

cosmetics, thus encouraging more frequent applications. Needham, 
Louis & Brorby handle the account. 


~ BAS RELIEF PHOTO: USED AS BOOKLET COVER 


ing 
Pictorial presentation of "As Modern as Tomorrow," developed by 
ym Royal Worcester Corset Co., Worcester, Mass., for a 75th anni- 
versary campaign in 1936. Elaborate advertising plans are in the 
king. 

We re Don D. Patterson, advertising manager 
of Cincinnati Post, made director of na- 
tional advertising department of Scripps- 

of BOBBY AND TOM EXTEND GREETINGS a 
on SOME ARE FLOPS 
% 
a? A / albeas RE ONLY 
an j t segs! 
. 4 Frems Values as High 
of 2 YES—EVEN *5.00! 


5% are Reprints! 89 Illustrators! 
EVERY ROOK 


‘Third Fawr of Our Siete Dh Srere—Open Uni # Fae 


@ Book Successes 
Book @ Art Books @ Books @ Verse 
P . ¢ Fiction @ Classics 
Good Biographies @ Bad Biogrophies @ Texts 
Music @ History .@ Economics @ Many Others 


< on 
EARS. ROEBUCK 


Philadelphia's distinctive city hall, reproduced in bas relief fashion 


& AND CO. 3} from a photograph made by Philip D. Gendrau Studios, New York, 
A. L. Bunzick, of Techni-photo Studio, New York, used a et gn 0 provided the cover design for a brochure issued by WIP, Philadelphia. 
of his two sons on his Christmas folder. Tom is the one leading the How Sears sells them quick in The negative served as the basis for the reproduction, which was done 


cheering. Chicago. by a photo offset process. 
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Same advertising campaigns are like the weather: 


they set everyone talking, but nobody doing anything 
about it. 


THIS WEEK is for advertisers whose prime purpose is to 


sell goods—to get their products on the dealer's shelf, and 


‘move them off again promptly. 


THIS WEEK has all the fixin's of magazine advertising: 
color printing, prestige, reader interest, long life. But it 


adds those important extra qualities that turn good will 


into immediate buying action: It sends out your campaign 


through the Sunday* newspaper, the medium that the 


Atlanta, Baltimore, Birmingham, Boston, Buffalo, Chicago, Cincinnati, Cleveland, Dallas, Detroit, Indianapolis, Memphis, Milwaukee, 


SD 


whole family habitually reads, shops, buys from. Through 
21 newspapers, rather, going into 4% million homes, cov- 
ering 1 out of every 3% families in 21 of your busiest 
trading areas. And it backs up your advertising with the 
local sales power of these 21 newspapers—a sales power 


that your dealers recognize, respect, spend their own 


money to buy. 


That's why THIS WEEK is ringing the bell where it 
counts most today: on the retailer's cash register... 

And ringing that bell for only %¢ per family for a full 
color page! 


*Saturday in Chicago 


Minneapolis, New Orleans, New York, Omaha, Philadelphia, Pittsburgh, St. Louis, Washington 
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